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that Creates Buyers for You 


HE keynote of our new 1925 

merchandising and advertising 
plan is BETTER KITCHENS. The idea 
is certain to interest housewives and 
stimulate buying for the merchant 
who co-operates. 
The “‘Nesco Better Kitchens’’ Book 
shows aseries of expertly designed 
kitchens, with detailed instructions 


as to how to secure the specified 
color effects, designs, materials and 
equipment required to reproduce 
any of the kitchens in the home. 

Millions of American housewives 
are being told by our magazine 
advertisements about Nesco Oil 
Cook Stoves and Royal Enameled 
Ware. They also are being urged 


to ask their dealer to lend them his 
copy of ‘‘Nesco Better Kitchens,” 
the book of practical kitchen im- 
provement suggestions. You will 
need a copy in your store and we 
will have one for you. If you have 
not yet sent for your copy write 
us. Also ask about our new and 
attractive window display material. 


NATIONAL ENAMELING & STAMPING CO., Inc., Advertising Dept., 912 St. Paul Ave., Milwaukee, Wis. 





tered as second class matter May 22, 


Advertising Index, Page 108 
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E have had so many requests 
1 for our 1925 catalog that it 








was found necessary to print 


a second edition. 








A copy is yours on request to 
Lepartment HA-4. 


FRANTZ MANUFACTURING CO. 


STERLING, ILLINOIS 
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Do Passersby know—or only guess 
that you sell PYREX>? 


They'll know if you put in a window like this! Note (1) the artistic display panel at the 
back— it features Pyrex 


‘FOR TEA : FOR GIFTS FOR BAKING FOR SERVING 
and ties up the PYREX page in four colors—which your customers will see in the Ladies’ 
Home Journal this month—with your own PYREX stock! It gives you, too 
(2) Cook Books for free distribution. 
(3) Broadside to mount against your window—showing the color advertisement, greatly en- 
larged, and inviting people into your store for the free Cook Books. 
So many demands came in for this new 
Pyrex display, we increased our print order. 


So that we can supply you even yet, if you missed filling in one of the anya printed in the 
earlier issues of this magazine. 


Fill in the coupon and put in the mail today for free display material and full information. 





e ' CORNING GLASS WORKS 
3 PYREX 10th CORNING, NEW YORK 
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PYREX Sales Division, Corning Glass Works, Corning, N. Y. 
World’s Largest Makers of Technical Glassware. 
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THE SATURDAY EVENING POST 


To invade Slumberland—use your flashlight! 
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Ix tHe children's bedroom, in the dark of night, 
use your flashlight! No blinding glare in its soft, 
reflected rays . . . no clicking electric switch to 
wake the sleeping one. Keep an Eveready up- 
stairs for night duties and emergencies. Keep 
another near those dark cellar stairs. And an- 
other in the automobile. Silent sentinels of safety, 
with countless uses in and around the house, the 
2s j car, the garage. Improved models meet every 
need for light—indoors and out. There-is a type 
for every purpose and purse. 
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Every flashlight you sell pays a profit—once. 
That’s obvious. Every flashlight in use in your 
neighborhood, no matter who sold it, should 
be a constant source of profit through new unit 
cells. But every flashlight whose lamp is dead 
stops its proportion of battery sales. Many 
dealers overlook this. 


So, in our national advertising of Eveready 
Flashlights we are pounding home the impor- 
tance of the right lamp—a bright Eveready 
Mazda bulb especially designed for Eveready 
Flashlights—to insure flashlight satisfaction. 
That’s good selling. 


Put an Eveready Mazda Flashlight Lamp 












Reload your flashlights and keep them on the 
job with fresh, strong Eveready Unit Cells. And 
if you haven't a flashlight, see the nearest 
Eveready dealer at once. Buy the Improved 
Eveready Flashlights from electrical, hardware 
and marine supply dealers, sporting goods and 
general stores, garages and auto accessory shops. 


















Manufactured and quarantes db 
NATIONAL CARBON COMPANY, Ine. 
w York n Francisco 
Coasdian Natrona! Carbon Ca. Lemeted. Teronte, Oni 
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FLASH LIGHTS 
& BATTERIES 


—they last longer 








is aS important as the battery 


Counter Cabinet on display and let Eveready 
Flashlight advertising do its work for you. 
That’s good business! Ask your jobber. 

NATIONAL CARBON COMPANY, Inc. 
New York San Francisco 


ATLANTA CHICAGO DALLAS KANSAS CITY 
Canadian National Carbon Co., Limited, Toronto, Ontario 





MAZDA 





FLASHLIGHT LAMPS 
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| ULWER SAWS 


ATKINS No. 53 IN 


Here is a saw that appeals to high class 
mechanics for general carpentry work. 
It is the most popular saw on the mar- 
ket today. The blade is genuine 
SILVER STEEL, taper ground. 


Atkins exclusive damaskeen finish. 






































Skew back, regular or ship pat- 
tern. Improved Perfection 

handle of applewood, em- 
bossed, highly polished. 

Fastened to blade with 
three nickeled screws and 
medallion. 


ta 


~) 
Other Popular Patterns \ 
This is our best Saw. The Four Hundred. N 


Preferred by master carpenters. Furnished in 
regular pattern, skew back; ship pattern, skew 
























back; regular “a wel 
tern, straight back; tiie ANY 
ship pattern, straight Ges |) 
back. Fitted with ae 
Improved Perfection Atkins No. 400 
Handle, which pre- ; 


vents wrist strain. 


Another popular saw; a companion 
to No. 53. Straight back, regular 
or ship pattern. Silver Steel blade, 
fitted with Improved Perfection 
Handle. 








The No. 51. Made of Silver Steel, regular or 
ship pattern. Applewood handle of the old ~~ 
style block pattern, polished and embossed. Atkins No. 51 








Order a Stock from Your Nearest Source of Supply 


E.C. ATKINS & COMPANY 


ESTABLISHED 1857 The Silver Steel Saw People 
Machine Knife Factory: Home Office and Factory: Canadian Factory: 
Lancaster, N. Y. Indianapolis, Ind. Hamilton, Ont. 
Atlanta Minneapolis Portland 
Ch New Orleans San Francisco 
New York Seattle 
Paris, France _ Vancouver, B. C. 
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Another STILLSON Salesman 


HIS new sales help is one of the series of Walworth 
displays that come packed in the Walworth STILL- 
SON cartons of 10-inch wrenches. 








Put a wrench in the big hand of this counter-salesman 
and the display card will stand up wherever you want to 
put it—in your window, on your counter or on your dis- 


play table. 


You will always get some extra sales help like this if 
you are sure to specify the carton packing in ordering 10- 
inch Walworth STILLSONS. 


They will make quicker sales for you. 


WALWORTH MANUFACTURING CO., Boston, Mass. 


WALWORTH 


STILLSON 
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This window and counter display 
stand will work for you. Ask us, or 
any Osborn distributor. 








These well-known houses are authorized distributors for 
Osborn Blue Hindle Household and Personal Use Brushes 


The W. Bingham Co., Cleveland; The Bost- 
wick-Braun Co., Toledo; The Bronson & 
Townsend Co., New Haven; Buhl Sons Com- 
pany, Detroit; Burhans & Black, Inc., Syra- 
cuse; Decatur & & Ho aa Boston; _ Evansville 
Supply Co., Evansville; C. E. S. Gold- 
berg, New York City; a Srubberd Son 
& Co., Syracuse; Janney, Semple, Hill & Co., 
Minneapolis; Kelley-How-Thompson Co., 
Duluth; Lee-Kountze Hdwe. Co., Omaha; 
Logan Gregg Hdwe. Co., Pittsburgh; Minne- 
apolis Drug Co., Minneapolis; Morley Bros., 
Saginaw; Northern Drug Co., Duluth; Phila- 
delphia Wholesale Drug Co., Philadelphia; 
Plimpton-Cowan Co., Buffalo; John Pritzlaff 
Hdwe. Co., Milwaukee; The Salt Lake Hdwe. 
Co., Salt Lake City: ‘Supplee-Biddle Hdwe. 
Co., gs ig H. D. Taylor Company, 
Buffalo; John L. Thompson Sons & Co., 
Troy; Townley Metal & Hdwe. Co., Kansas 
City; Van Camp Hdwe. & Iron Co., Indian- 
apolis; The Walding, Kinan & Marvin Co., 
Toledo; Wyeth Hdwe. & Mfg. Co., St. 
Joseph. 

















Keep the Brush Business 
In Your Store— 


Where It Belongs 


Osborn Blue Handle Household and 
Personal Use Brushes and the new 
Osborn Display Stand give you weapons 
with which to combat the house to 
house brush canvasser. 


People buy brushes from “glorified ped- 
dlers’” because they are asked to buy 
them. 


This new Osborn Display Stand is an 
effective salesman— it will help you sell 
customers in the store. 


Osborn brushes are consistently adver- 
tised—and are fast becoming familiar to 
all consumers. 

They are priced right; ingenious in de- 
sign; finest quality and distinctive in 
appearance. 

Profits are liberal. 


Leading distributors and hundreds of 
retail stores afe now doing a growing busi- 
ness in Osborn Blue Handle Household 
and Personal Use Brushes. 


Write to us or to any of our distributors 
for details about the definite plan behind 
this campaign to keep the brush business 
in the legitimate stores. 


The Osborn Manufacturing Co., Cleveland, Ohio 


les) 























Osborn Blue Handle House- 
hold and Personal Use 
Brushes are never sold by 
canvassers or solicitors. 











Osborn Biue Handle House: 
hold and Personal Use 
Brushes are sold only through 


ouiected retail stores. } 




















MAKERS OF QUALITY BRUSHES SINCE i em 
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HE specimen advertisements herewith 
reproduced represent some of Simonds 
publicity appearing in National Magazines and 
P " ~ Farm Journals during February. It totals over 
4 : 5 million circulation. Dealers everywhere are 
‘ + reaping the benefit of this campaign. Adver- 
_ BRE tisements appear in The Saturday Evening 
aren : ° Te 
c Post, Literary Digest, Collier's Weekly, 
: Tr q Popular Science Monthly, Scientific American. 
= . ; 
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S SAW AND STEEL COMPANY 
Fitchburg 
































bi at Sonaaae RETA ORAS aS ERS, Ie A AT a 


ae 


" February 19, 1925 HARDWARE AGE ’ 










Magazine Ads for~ | 


IMONDS Blue Ribbon line Hand 


Saws have become one of the best 





selling brands due to their quality 


and proved value as high-grade tools. 


The finest crucible steel, made in 
Simonds’ own Steel Mills, is the foun- 


dation from which they are made. 














Skilled workmen and absolute accu- 


racy in heat treating give them the 





temper and edge-holding qualities. 





SIMONDS SAW AND STEEL CO. 


FITCHBURG, MASS. 
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A New One Inch Mesh 


@The New One Inch Mesh U. S. Poultry Fence meets, as 
nothing else will, that growing consumer demand for a per- 
fect, close-mesh Poultry Netting. — 


) reread is a netting that embodies every U. S. advantage in 
esign and construction. It is made on the farm fence 
principle with parallel line wires interlocked with the mesh 
wires. The result is a fabric which stretches up perfectly 
without the aid of baseboard or top rail. 


qU. S. Poultry Fence is easy to handle. It rolls out flat 
upon the floor or counter like a bolt of goods. It cuts 
without | waste. With all its superiorities, it costs less 
“put up” for it requires no wood frame and fewer posts to 
erect it. 





g Today the U. S. line offers greater possibilities for profit 
an ever before. More and more dealers, recognizing these 
possibilities, are standardizing on U.S. Poultry Fence. Ex- 
perience has taught them that it pays. 


QIf you are not getting your share of the netting business 
in your territory you should handle U. S. Poultry Fence 
which costs no more, is better and more economical, lasts 
longer, and gives better satisfaction. 


@Write us for Catalog and Samples and be your own 


judge and jury. 
Indiana Steel & Wire Company 


Muncie, Indiana 
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Be sure you offer the best— 


The Mechanic and the Handy-Man both need good Bit Braces. Be sure you 
can offer them Braces that will stand the hard, every day use of the Mechanic 
and the occasional misuse of the Handy-Man. 


For general use the Pexto Samson Ratchet Bit Brace will give more service 
and stand more “roughing” than any other. They are furnished, with forged 
steel jaws, Alligator pattern, properly hardened; Ball Bearing Chuck and Head; 
metal parts highly polished and nickel plated; head and center, cocobolo. Chuck 
grips firmly both round and square shank Bits. No. 8200 series with Concealed 
Ratchet, in sizes 10, 12 or 14 inch sweep—No. 8000 series with Box Ring Ratchet, 
in sizes 8, 10, 12, 14 or 16 inch sweep. 


Write for catalog No. 20T illustrating and describ- 
ing the complete line of Pexto Worth While Tools. 


“Ihe 


PECK STOW & WILCOX CoO. 
Southington, Conn. U.S.A. 

















HARDWARE AGE February 19, 1925 


The Millers Falls _ 
Hack Saw Blade 

—a 5 year old ~ gk 
champion « ge 


















OU told us to “go get a reputation” 
when we first offered our hack saw 
blades. That was five years ago. 
Meantime we've done it. : Tg 
Millers Falls blades are a success in the teri gr fq 
test from which there is no appeal—USE. ¢<ften 
























For long life, fast cutting, uniformity — 
the hack saw trinity—Millers Falls blades 
are unexcelled. They have made their way 
through the trade on the quality that’s 
in them. Now they are thoroughly and 


favorably known where hack saws are used. 


Add our hack saw blades to the Millers 
Falls lines you already sell—all packed 
in the red boxes. There’s a real ad- 
vantage to you in combining hack 
saw blades with your other 
tool orders for shipment. 


And the Millers Falls name 
helps sell them. See if 


— 
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Millers Falls 
Hack Saw Blades 


Best quality tungsten steel—for long life. 
Milled teeth with special patented set — for fast 


it doesn’t. cutting. 
Each blade individually hardened —for uniformity. 
Made in both all hard and flexible, in standard 
New Catalog Sages. 
Millers Falls Company 


has just issued a new 
general catalog, No. 39. 
Have you recetved your 
copy? 


s 


MILLERS FALLS COMPANY 


Millers Falls, Mass. 


28 Warren Street 9 So. Clinton Street 
New York Chicago 


MILLERS FALLS 
TOOLS 
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SCREEN WIRE CLOTH 


w 


e Coat 
Cavin 
Extra Heavy Electro Zinc Coating 


-. 


t 
and Enameled with White Varnish, 
which Binds Wire together and makes 
a Dull Gray Finish throughout. 
Made from Open Hearth Steel. 


Dull Finish—Mul 
Galvanized After 


Compare weight of our Screen Cloth 


with other makes. 


14 Mesh, No. 33 guage each way 
No. 34 guage warp 

18 Mesh, No. 34 guage filler 
No. 34 guage warp 


12 Mesh, No. 33 guage each way 
16 Mesh, No. 33 guage filler 


/ 


Our other Brands Screen Cloth 
Wickwire Bronze 


White Metal Finish 
‘Wickwire Premier 


Cortland Black Enameled 


Galvanized Before or After Weaving 


Write your Jobber for Full Information and Prices 


WICKWIRE BROTHERS 


Wickwire Brand Hex Nettings 


ENTIRE FACTORY AND OFFICES 


CORTLAND 


' ESTABLISHED 1873 


S. A 


INCORPORATED 1892 


U. 


NEW YORK, 


? 


rr 
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Easily shown... quickly sold! 


Two well-known Sargent specialties 








Gem Food Choppers and Perfection Oil Gates 
are fast sellers—and practically sell on sight. 
They are universally used appliances, and 
because of their excellence of design and 
construction you can recommend them, con- 
fident that every buyer will be thoroughly 
pleased. Keep them prominently displayed 
on shelves and counters and in your windows. 


GEM FOOD CHOPPER 
Chops everything 


No kitchen is complete without this labor- 
saving, time-saving and food-saving ma- 
chine. It doesn’t take you long to con- 
vince any woman of this fact—especially if 
she has just finished hand-chopping the 
clams for a chowder or the roast beef left- 
over for a casserole. She’ll want the Gem 
right away, especially when she sees how 
easy it is to use, to take apart and to clean. 
Make it a point to show every woman cus- 
tomer the Gem. Explain that it has so few 
parts it never gets out of order. Partic- 
ularly, emphasize the steel cutters which 
are self-sharpening and cannot break. Five 
convenient sizes. 





PERFECTION OIL GATE 


Guaranteed not to leak 
Fitted so well that it won’t leak when used 
with either oil or gasoline. That’s why it 
is so widely employed in private and public 
garages and in oil company stations. It can 
be connected directly to barrel or furnished 
in various threads for attaching to pipe with 
couplings. It has a place for a padlock 
which you can sell with additional profit. 
It is also used for drawing molasses. 


To help you sell these Sargent specialties, free 
pamphlets for mailing and counter use are furnished, 
imprinted with your name. Our Co-operative Adver- 
tising Service Booklet will also be sent upon request. 


SARGENT & COMPANY, Hardware Manufacturers, New Haven, Conn. 
New York: 92-98 Centre Street Chicago: 221-223 W. Randolph Street 








THE DECIMAL SYSTEM OF PRICING AND PACKING HAS BEEN ADOPTED FOR SARGENT HARDWARE 
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Each Alumo you put on ice means 


more money on your counter 


N ENTHUSIASTICALLY 
satished customer is the 
best assurance for future sales. 


Every person using Alumo 
Skates is circulating the news 
about their long wear and extra 
strength to friend, neighbor and 
stranger. The entire satisfaction 
these superior skates are giving 
the consumer certainly means a 


Cross Section 





ad away to show the me 


aluminum in 





One-half of one side of this Alumo Skate has been 


is inserted in a die-casting 


runner 
heer A into which a molten Gouieun cools in- 
stantly, forms the body = the s om —4 oe 


the runner, 

— By the. ian Fw 
~~ ¥ .. runner cannot ar he 
oosened even by ay - - AF hammer blows. 


greater demand for 


Alumo 


Skates. 

Are you going to be able to sup- 
ply these demands and thereby 
increase your profits on Alumo - 
Skates? 

Because of the patented process 
by which Alumo Skates are 
made, all chances of breakage, 
etc., are eliminated. 


LUMO skates 

are furnished 

in Racing, 
Arena and Hockey 
Models for both men 
and women in all 
sizes. Dull or bril- 
liant finish. 






Seven good reasons why ALUMOS are so popular 


. Alumos are different—an entirely new 


type of skate, designed and built on an 
entirely new principle. The fine steel 
runner and aluminum body are in- 
separably molded together in one oper- 
ation. 


. Alumos are light in weight—the only 


aluminum skate. Markedly reduced 
weight on skater’s feet, making skating 
easier, faster and less tiring. Made of 
aluminum alloy, will not rust and takes 
a permanent finish. 


. Alumos are strong—practically inde- 


structible, because of the selected ma- 
terial and extremely accurate patented 
construction. 


. Alumos are durable—no rivets or joints 


to collect rust, loosen or come apart. 


5. 
6. 


Alumos are fast—scientifically designed, 
to give greater speed. 

Alumo Skates are sold only on Alumo 
Skating Shoes—Alumo Skating Shoes, 
stylishly cut on original patterns, are 
made on lasts formed to fit exactly the 
curvature of the scientifically shaped 
heel and sole plates of Alumo Skates. A 
combination wonderfully comfortable and 
heretofore unobtainable. 


. Alumos are advertised—Well-planned 


advertising is run at the height of the 
selling season to reach consumers. 


Send for Catalog 


Hundreds of dealers already know the possibilities for 


~- | Alume Skates. They have made money a them, 


complete information for yourself. 


ber shout Alumos or write direct (> us today for cet 


This puts you under no ob 


tion to buy. The catalog 


be sent to you by return l, postage paid. 


INTERNATIONAL DEVELOPMENT CO. 
Sole Owners of Alumo Skate Patents 
Dept. C3, Malden, Mass. 





Alumo Skates 
and Skating Shoes 
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There is nothing like the brightness of new spring sunshine to reveal the 
houses about town that are in need of paint. At this time, the housewife’s 
mind turns to thoughts of interior brightening, and her husband's to external 
repairs and improvements. 

What better time to have an adequate supply of always dependable Moore 
Paints and Varnishes well displayed on your shelves and ready for the busi- 
ness that is cropping out all over town? 

It will pay your customers to buy “Moore” Products as their exceptional cov- 
erage, uniform high quality, long, satisfactory wear and practical economy, 
give lasting satisfaction. . 

It will pay you to sell them, because a most efficient and economical method 
of manufacture and distribution brings Moore products to you at a moderate 
price, and assures you of a desirable net profit on every sale and resale. 


DEALER HELPS 


Let us send you complete information regarding the unusually attractive line of sales 
and advertising helps that we supply FREE to our dealers on request. 


Always a “Moore” Product for Every Surface 


Moore's House Paints, Muresco, Sani-Flat, Mooramel, Tile-Like Color Varnish, and Tile- 
Like Enamel. Write us about them. 


MANUFACTURED BY 


Benjamin Moore & Co. 


NEW YORK ST.LOUIS 
CHICAGO CARTERET 
CLEVELAND TORONTO 
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THIS SIMPLE SELLING SLANT 











Will Build Your Paint Sales 


In your town hundreds of rooms are in need of 
decoration. Most people want clean, pleas- 
antly decorated walls, but the habit of putting 
off the ordeal of tearing up the room, the fear 
of what the work will cost, the making up their 
minds which material to use, etc., has the best 
of them. 


Now there are at least 50% of the dingy, faded 
walls of the houses in your community that 
could be done over at once, if you will use the 
following suggestion: Through your local news- 
paper advertising, your windows, or your let- 
ters to customers, tell the people of your town 


that MURALITE will 


1—Decorate the average room for only 
a dollar or two. 


2—That they can do the work them- 


selves easily. 


FREE—A Calcimine Encyclopedia. 


M. EWING FOX COMPANY 


For Forty Years Calcimine Specialists 


NEW YORK 


3—By applying Muralite over plaster, 
painted walls, wallboard, _ canvas, 
burlap or tightly pasted plain paper. 


4—Thereby obtaining the ideal soft, 
velvety, water-color finish in any 
color desired. 


5—That neglected walls are depressing 

unsanitary, while cheerful, 

freshly decorated rooms promote 
health, harmony and happiness. 


The hardware paint merchant who uses this 
formula brings people into the store. The 
first Muralited room becomes the inspiration 
to further redecoration. It spreads the sale of 
brushes, sponges, paints and varnishes. 


If you are not now selling Muralite, your job- 
ber will supply you if you insist. 


Every paint dealer is entitled to a copy. Write for yours today. 


CHICAGO 





A PAIL - A BRUSH 





MURALITE 


HOT WATE R : AND 





MAKES A PERFECT WALL FINISH: 
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Goes farther-lasts longer 


“Individuality” 
Individuality in paint merchandising Is to offer 
your trade something distinctly different in qual- 
ity and consumer satisfaction. 
Monarch 100% Pure Paint is the guiding stand- 
ard by which all paints can be prepared. 


W rite for our demonstration case and judge for yourself. No obligation. 
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VEGETABLE OILS 
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MARTINS VARNISH 


100°%SPURE 








There is no adulteration in Martin’s 100% Pure Varnish. It 
is composed 100% of Pure—Old-Fashioned—Logical Var- MARTINVARNISH(0 
nish materials; put together in the most modern and effi- 


ciently equipped varnish plant in this country. The results PrOMEERS OF 1007, PURE VARNISHES 


to you mean satisfied and permanent customers, increased 
demand and increased profit. CHICAGO 
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‘He spilled the jam and destroyed the evidence— = Pm . -, 
not the Valspar” , a Perit < 
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Valspar—and Satisfied Customers! 


Accidents will happen! But dealers who sell Valspar Varnish-Stains, 
which are accident-proof, provide accident insurance for their customers and 
win their lasting favor! 


Valspar Varnish-Stains are extremely durable! Made of Valspar Var- 
nish itself, plus transparent colors, they stand every test, that Clear 
Valspar will stand. They are weather-proof and absolutely waterproof. 
They are the only Varnish-Stains on the market suitable for use outdoors 
as well as indoors. 


You can satisfy every demand your customers can make for varnish- 
stain with Valspar Varnish-Stains. They come in six non-fading colors. 
They are easy to use. They deliver 100% satisfaction. 


Simplify your stock with Valspar and Valspar in colors: — 


you'll get more business from a smaller stock ! 





) VALENTINE’S VALENTINE & COMPANY 


VY, A L SPAR Largest Manufacturers of High-Grade Varnishes in the World 
London Paris Amsterdam 


ESTABLISHED 1832 
VARNISH-STAIN hbiteae tel 


New York Chicago Boston Toronto 
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S Everything They ) WHITING-ADAMS : 
aK Cover” x BRUSHES é 
2 © : 
I an Send for 2 
2, YY likvanetaa| 
K Wi: ~Buthn oe * Literature | 
2 Makers of & 
ey axerTrs O ed 
ss Varnishes, Enamels €& Paints a 
x Buffalo, N. Y. = JOHN L. WHITING-J. J. ADAMS Co. 
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Brush Manufacturers for Over 116 


LOXOKOKOKO OX OKOKOKOK Years and the Largest in the World 


| The “Story Of Paint” Like Paint 
Itself Must Be Properly Spread ‘To 
Accomplish The Desired Results 


The quickest and best way to spread your Paint Story is 
thru the Paint Inserts in Hardware Age. 











These inserts appear onceamonth. They are building up 
a distribution for Paint that is sure and lasting. They are 
pointing out real paint facts to the trade. 


The recent investigation of one company showed that 75 
per cent of the buildings in America are badly in need of 
paint. 


Sure 





Hardware Age is the “Right Brush” to use to spread your 
Paint Story where it will cover the territory of the greatest 
number of dealers who need your products. 


HARDWARE AGE 239 West 39TH STREET, NEw York 
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MARBLEITE 


RADIATOR ENAMEL 
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BARE Pa - RADIATORS 
RADIATORS Q Yl || | () OZ COVERED 
OR THOSE al 6) > WITH 
COVERED arnt |i tea ae lea he PHOENIX 

WITH °F G (4 _ MARBLEITE 
METALLIC we oe RADIATOR 

PAINTS HL BHO EIN IX ENAMEL 

2A Bl Ait OF 
LOSE 30% ENAMEL GIVE 100% 
RADIATION RADIATION 


T has been scientifically and 

definitely established that 
Phoenix Marbleite Radiator Enamel 
effects a saving of 30% in heat 
radiation. The public is alive to 
this fact and Phoenix Marbleite 
Radiator Enamel will enjoy a defi- 
nite and steadily increasing sale. 





"are isnot a competing product 
—it is a new one and should be 
in the stock of every paint dealer. 
It has two definite sales angles— 
one utility and the other beauty— 
as it is made in twelve shades to 
match interior color schemes. 
Special shades for industrial use. 


(= of the largest radiator manufacturers in the world ° 
unreservedly recommends PHOENIX MARBLEITE 
RADIATOR ENAMEL as superior in covering property and 
heat radiation to metallic paints, bronze, etc. 


Liberal discounts—write for detailed prices and plan of dealer helps. 


Do it today! 





PHOENIX PAINT & VARNISH COMPANY 





124 Market Street, 








Philadelphia, Pa. 
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ustomers 


want this 


Super Value 


Lucas Tinted Gloss Paint offers the property owner five definite stand- 
ards of paint value—It Covers—It Beautifies—It Lasts—It Protects—and 
It Is Economical. 


care : : EIT i 20 A RR AAS a iy A 
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These standards of Lucas quality represent the 
five fundamental principles which good paint must 
embody. 

In buying paint to preserve and beautify valu- 
able property, the customer prefers this definite 
value to a quality which is uncertain or unknown. 


| Lucas offers an exceptional sales opportunity to 
LEZ one dealer in each community. 





The Deferred Payment Plan for home owners will double 
your business. Ask us to tell you how. Write Dept. D-2. 


“The ist Lucas Standard.” This valu- 


able document will b t f t 
retailer upon request. John Lucas & Co.,.inc. 


Paint and Varnish Makers Since 1849 





PHILADELPHIA a 
PITTSBURGH CHICAGO BOS E 
FRESNO 4 


HOUSTON < 
JACKSONVILLE MEMPHIS . 














Tinted Gloss Patni - 
. No. 71 
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Marhoff, now only $15 


Other Shakespeare Reels 
from $2 to $30 


A Reel you are 


proud to sell 


There is perhaps no other single development in 
Fishing Tackle that has contributed so much to the 
joy and delight of angling as the Marhoff Reel. 


With this reel you can, with the utmost ease, cast 
your bait long distances with the greatest accuracy. 
So scientific is the design and so accurately perfect 
is the construction of its level-winding mechanism 
that it delivers the line with a silent, swift, free- 
running action that is almost totally devoid of 
friction. Built with an accuracy and mechanical 
perfection comparable to the finest watch, its 
accurately cut gears impart to its jeweled bearing 
spool a power and speed that sends the line through 
space in one long, perfect cast. 


Such is the Marhoff Reel— 


Made in the Shakespeare Shop where every work- 
man is an owner and partner in the business— 
where perfection of product is the sole criterion by 
which all work is ‘judged. This beautiful reel is 
produced in all its perfection at a cost so low that 
it is sold at a price within the reach of every angler. 


A beautiful free catalogue describing the complete 
line of Shakespeare rods, reels and lines, with baits, 
bugs and flies illustrated in their natural colors, 
will be sent you without charge. 


SHAKESPEARE COMPANY 


Kalamazoo, : Michigan 


 Sihiaule esp PLM EL 
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With the opportunities that such 
tackle offers, Shakespeare dealers 
are, under the new Profit-Plus Plan, 
reaching new margins of profit 
from their tackle business. Inves- 
tigate what the Profit-Plus Plan 
would mean to you. Write us how 
much tackle you sell in a year, and 
we can give you exact figures. 
Send for our catalog 25-N. 




































Saunders Norvell 


Mr. Norvell has grown up with 
the Hardware Industry from stage 
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Should Be In Every Hardware Man’s Library 






[Zag T is filled with human and interesting reading for you. 

a “Forty Years of Hardware” will be highly prized in your 
a” ‘) library and give many happy evenings with its romance 
of the business that is YOURS. 


In a forceful, yet human way, Mr. Norvell has woven into the 
story of his business life thrills, romance, the descriptive power 
of a great novel and a fund of splendid merchandising principles. 
It is a human story of a very human individual. Stock boy—travel- 
ing salesman—sales manager—executive—president of a nationally 
known hardware jobbing company—what an experience—what a 
background for “Forty Years of Hardware.” 


“Forty Years of Hardware” is not a one month, nor a one year 
book. Hardware men will know it as a romance that draws them 
back—always—to re-read parts, or the whole, or for its fine busi- 
ness philosophy. 


This is the kind of book to place in the hands of your son or 
employees. It instills the history, tradition, romance and methods 
of the business to which you are devoting your efforts. Nothing 
more helpful for them has ever been written. One well known 
company ordered sixty-five copies for their sales force. 


Large numbers of orders are being received daily. Place your 
order now, with remittance, and avoid disappointment as a second 
edition will not be printed for months, if at all. 


$3.00 per COPY ORDER AT ONCE 


It stands alone—the most intensely human chronicle of the 
hardware business ever written. 


HARDWARE AGE, 239 West 39th Street, NEW YORK 
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Coes Genuine, Not Coes Pattern 
: In ordering Coes Knife-Handle Wrenches be sure 
that your order reads Coes Genuine and not Coes 
Pattern. 
‘ Many wrenches are patterned after the Coes, but there 
: = Sizes is only one Genuine Coes Wrench. By obtaining the 
: = dl Genuine only can you be sure of getting Coes construc- 
E = - tion and Coes quality, proof of which has been estab- 
¢ : lished for more than eighty years. 
f x , oa " és 
Give your customers the original—not a “pattern” of 
: it. Sizes: 7 to 21 ins. in both Knife and Steel-Handle 
i models. Ask your Jobber to supply you. 


Write and we'll mail Catalog which shows the com- 
plete line. It will make ordering easy. 














COES WRENCH CO. aang Agee 
, ~ .C. McCARTY & CO. 29 Murray St., New York 
“ ss Since 1841” ; : 
ee aD oe JOHN H. GRAHAM & CO., 113 Chambers St., New York 
Worcester Mass. FENWICK FRERES 8 Rue de Rocroy, Paris, France 


“perfect 
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HOTHOUSE 


The “Tomorrow” Customer 


“Really don’t expect to buy today. I saw some of that 
Screen Cloth you have in your window so I came in out 
of the rain—been putting it off ’til spring.” 
That’s something like the trend of conversation. He 
should be encouraged! Tell him something about “Per- 
fect” and “Nikolite” quality and durability. 








It won’t take long to sell him. He wasn’t quite ready to 
buy, but “Perfect” was too much of a temptation to “put 
off ’til tomorrow” what was just as easy to do today— 
with the assistance of “Perfect,” a sale is made. 
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See your Jobber. 
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Ludlow -Saylor Wire Co. 


St. Louis Missouri 
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The largest factory in the world devoted to the 
manufacture of Tubular and Clinch Rivets 


Approved! 
by the keenest buying 


brains in the country 


Through unity of effort, large 
scale production, the elimina- 
tion of waste by the use of 
eficient machines, the hearty 
cooperation of satisfied em- 
ployees and specialization, the 
Tubular Rivet and Stud Com- 
pany has for 50 years manufac- 
tured rivets that are the recog- 
nized standard in their field. 


R 
O 


ee 8 ee ee 


Coast Representative: J. T. McDevitt, Postal Tel. Bldg. 


San Francisco, Calif. 


TUBULAR RIVET & STUD 
COMPANY 


BOSTON 
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4 Metal Figures and 
House Numbers 


in the handy coun- 
ter carton. Solid 
aluminum, rust- 
proof numbers, with 
black gloss enamel back- 


brass and plain aluminum. A quick, 
easy seller when displayed on the 
counter. 


The New PREMAX 
HAME FASTENER 


CLOSED 


All-Steel 
Hame Fastener 


The only flat link 
metal hame fastener. 
Instantly adjustable 
by pulling. Famous 
Parkerized Rust-Proof finish. Snap 
body piece which can’t fall off. 
Links lie flat against the collar. Put 
up on cards. Sells fast at 25c each. 


Wrench Sets 
Single Six and 
Handy Eight 
Quick selling 
wrench sets having 
general all round 
utility. For home, farm, 
garage, tool kit and gen- 
eral use where wrenches come in 
handy. Each individual wrench is 
instantly detachable when necessary. 
Made of high grade steel, attractively 
nickel-plated. Price—25c for Single 

Six and 35c for Handy Eight— 


moves them fast! 










Premax Steel Tent Stakes 


Invaluable to the camper. Unbreakable, 
rustproof, easily driven, easily pulled. 
Will penetrate the hardest ground. 
Packed in bags of 12 or loose, easily 
handled, easily carried. Made in one 
piece—designed so hook cannot break 
off or cut rope. 


Niagara Metal Stamping Corp. 
New York 
New York City 


Niagara Falls 
106 Reade Street 





Niagara Metal bag ey Corporation 
Niagara Falls, New York 


Gentlemen: Please send me information about the following: 


metal figures and house numbers, hame fasteners, single six 
wrench sets, steel tent stakes. 
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MANUFACTURING CO. 


Pioneers in the Manufacture of 
| , Lawn Sprinklers—Founded 1887 
CORBIN oui icine 
ALLEN Makes the Country’s 
S . rR 3 W ONE Complete Line—Nationally 
PRODUCTS | qa» 2% 






Distributed Through Jobbers 





~—- 





Gibbs Mender Hose Clamp 

Two fast selling specialties that are good money makers 
for you. Write for free sample and name of your nearest 
jobber. Address Desk 219. 





Wood Screws—Machine 
Screws—Cap and Set 
Screws—Saw Screws, 
and Special Screws of 
every _ description. 
Stove, Tire, Sink, and 
Agriculture Bolts — 
Nuts—Escutcheon Pins : 

This is Allen’s Buckeye, a sheet brass sprinkler that throws 


—Jack, Safety, Plumb- the spray from 10 to 15 feet, in a half circle. Convenient 
for gardens and flower beds and at the edge of walks. 





MU 








ers, Register, Sash and 
Ladder Chains. 





We shall be pleased to 
furnish quotations im- 
mediately upon receipt 
of samples, blueprints, 
or specifications. 


The CORBIN SCREW 
CORPORATION 


The American Hardware Corporation 
Successor 
229 High Street 
New Britain, Conn. 


Branches: 

N : : [Sanne 

ge —_— F yon ag > ga This is Allen’s Eureka revolving sprinkler, a smooth run- 

= estern Factory: Dayton, Ohio ning and good looking water distributor. Covers a 40-45 
: foot circle with 30 Ibs. pressure at sill cock. 

WRITE FOR CIRCULAR NO. H-196, showing 

our complete line, and name of your nearest 

jobber. 
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What Insulation Has toDo 
With Refrigerator Values - 
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you may have noticed the emphasis 
many refrigerator manufacturers are 
placing today on insulation. They know that 
the first essential of refrigeration is high in- 
sulating efficiency. 


Fine cabinet making, good fittings and 
expensive linings all add to the appearance 
of a refrigerator, but after all it’s what is 
a ne hidden in the walls that either makes a re- 
test has been shown tobe 25% frigerator efficient—or it doesn’t. 


more efficient than the average of 
all other commercial heat insula- ° ° ° ° ° 
tors used in refrigerator manu- As you inquire into this matter of refrig- 
facture today. ° ° ° 
A ¥4 inch blanket of BALSAM- erator insulation you will hear BALSAM- 
WOOL is the equivalent in insu- . ° ° 
lating efficiency to 97 sheets of WOOL mentioned with growing frequency. 
ordinary building paper; or 1 ‘4 ; ‘ : 
inches of pine lumber; or 8 inches There iS a reason. BALSAM -WOOL is the high- 
of brick, or 17 inches of solid : a . : . 
concrete. est development of the insulation principle ina prac- 
This remarkable efficiency is tical form. Several of its good qualities are shown in 
due to the millions of minute 
sealed air cellsin every square inch the column at the left. 
of BALSAM -WOOL, which act 


as a barrier to the passage of heat. When a manufacturer tells you that his refriger- 
The asphalt coated liners are 


impervious to moisture. ators are insulated with BALSAM-WOOL you will 
x—— ee know that they can be relied upon to deliver efficient 
fibres, BALSAM-WOOL is odor- refrigeration as long as they are in use. 


less and sanitary. 


BALSAM-WOOL is in use to- You will find BALSAM -WOOL in only the bet- 


day in refrigerator cars and cold ° 
storage plants. It is also used in ter grades of refrigerators today. 


insulating buildings. , J 
The Weyerhaeuser trade mark We will be glad to supply interested merchants 


oneach roll of BALSAM-WOOL with a list of refrigerators now being insulated with 


is a guarantee that it will deliver 


| the service expected of it. BALSAM-WOOL. 








he Assurance of 
a Well Insulated 
Refrigerator 































WOOD CONVERSION COMPANY 


CLOQUET, MINNESOTA 
Chicago Office: 310 South Michigan Avenue 


Manufacturers and Distributors 


WEYERHAEUSER FOREST PRODUCTS 


Makers of BALSAM-WOOL Refrigerator Car Insulation; BALSAM-WOOL Insulation for Domestic Refrigerators; and BALSAM - 
WOOL Insulation for Passenger, Mail and Street Cars. Also makers of BALSAM-WOOL Standard Building Insulation. 
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The “‘Unconditional Guarantee’’ Must Go 





IGHTFULLY used, the guarantee occupies an 

aX. important place in our present system of mer- 
Cees chandising. It is the purchaser’s safeguard and a 
symbol of the retailer’s willingness to stand back of the 
merchandise he sells. Wrongfully used, the guarantee 
places a premium on carelessness, encourages fraudulent 
imposition, and costs the hardware industry hundreds of 
thousands of dollars annually. 

No reliable retailer, wholesaler or manufacturer 1s 
opposed to, or could afford not to, replace articles which 
are defective in workmanship—but the “Unconditional 
Guarantee” goes much farther than this and compels the 
replacement at an absolute loss of articles which have 
been ruined through flagrant abuse. 

The “Unqualified Guarantee Evil’ is prevalent in all 
businesses but particularly so in hardware merchandising. 
To quote from an article recently appearing in HARDWARE 
AGE: i 

‘Have you ever heard of a clothing merchant replac- 
ing a pair of pants because the owner tore them—or of 
giving away a new pair of shoes for old on account of the 
soles wearing through?” Yet this is precisely what hard- 
ware retailers are doing. 

It is time for some concerted action with a view of 
definitely limiting the meaning of the term Guarantee, 
but in the long run the elimination of this evil is up to 
the individual retailers. 


HarpwareE AGE would welcome an expression of 
opinion from YOU on this important subject. 
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Some Paint Facts 


CAREFUL survey of the number 
A of dwellings in the United States 
shows that there are 6,850,000 

dwellings on farms, and 80 per cent 
need paint. In towns and cities there 
are 14,000,000 houses, at least 60 per 
cent of which need paint. Multiply 
these figures by 7 gal. of paint to the 
dwelling and it would take 97,000,000 
gal. to satisfy this need for paint, ex- 
elusive of interior paints and varnish. 

After careful consideration of all the 
data available regarding the number of 
rooms per individual farm or living 
apartment, it has been found that there 
are 7.8 rooms on the farm, 7 rooms in 
the small town home, and 5 rooms in the 
city home. Basing the paint and varnish 
figures on these estimates, there are in 
the United States, on farms alone, over 
46,000,000 rooms to be painted and var- 
nished and over 56,000,000 rooms in 
dwellings in towns and cities—a total 
of more than 103,000,000 rooms. 

Owners of farm buildings would get 
more desirable farm labor if they had 
good looking, well painted farmhouses, 
rather than old, run down, unpainted 
shacks. This would mean that farm pro- 
duction costs would not be so high; 
there would be less waste on the farm, 
and losses would be lower. High prices 
— result from the breeding of better 
stock. 





Speeding Up 





Paint Sales 


You will increase your profits 
if you will make the customer 


realize the importance of 


properly preparing the surface 


66 E trouble with many amateur painters,” 
said my friend Robinson, “is that they expeet 
too much of their paint. Paint and varnish 
cover and protect the surface, but they are not intend- 
ed to remedy defects in the surface underneath. Of 
course, they may camouflage and conceal these defects 
for a time, but perhaps for this very reason when the 
thing very shortly begins to look shabby again it 
is the paint that gets the blame.”’ 

Robinson’s views command respect because he owns 
the best hardware store in town—in a modest way 
it has made him rich—and the paint and painters’ 
supplies department is the best money-maker in the 
store. What follows are his thoughts, in my words: 

Although the success of any retail business depends 
largely upon service, this is especially true of mer- 
chandise sold for household repairs. The average 
man and woman appreciates good advice along these 
lines. Don’t wait for a customer to ask. When you 
sell a can of paint or varnish, inquire what the buyer 
intends to use it for. Half the time knowledge thus 
obtained will lead to another sale. The average am- 
ateur expects the paint to do the whole job regardless 
of the condition of the surface to which it is applied. 
Tell him what he ought to do before he dips his brush 
in the pigment. 

For mending small holes and cracks in plastering 
and pointing up walls and woodwork prepared patch- 
ing plaster has largely taken the place of plaster of 
Paris and putty. Plaster of Paris is difficult for the 
amateur workman because it dries and “sets” almost 
immediately. The scientifically prepared patching 
plasters set slowly enough to be handled and worked 
for from ten to fiften minutes,—plenty long enough 
to permit even patches of considerable size to be trow- 
elled and finished satisfactorily. At the same time 
they set quickly enough to be worked over in a short 
time and in a few hours are dry enough for a coat 
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of paint or wash. Plaster of Paris also has a dis- 
couraging tendency to shrink usually leaving a notice- 
able crack at the edge of the patch. Patching plas- 
ter does not shrink. Another quality which gives it 
a big advantage over plaster of Paris is that it will 
not “spot through” the paint or paper applied over 
it. It has a density that will take paint or tint the 
same as other parts of the plastered wall. For small 
cracks it can be applied with a brush and the super- 
fluous material removed with a wet sponge so as to 
present a perfectly smooth even surface ready for 
the coat that goes over it. Larger breaks or holes 
require a trowel or putty knife, although an ordinary 
kitchen knife will serve when the regular tools are not 


at hand. 





This is only one example, although an outstanding 
one, of the way to increase profits in the paint depart- 
ment. It is, of course, the old idea of “companion 
sales”. Other branches of retail trade have used it 
long and effectively, but the average hardware retail- 
er, perhaps because he primarily handles necessities 
rather than luxuries, has been asleep in this end of 
the selling game. A wideawake grocer when a cus- 
tomer buys flour will ask how she is fixed for baking 
powder. When you buy a shirt the haberdasher, like 
as not, will try to sell you collars and ties. The con- 
nection betwen these goods is not nearly as close as 
that between paints and the materials, such as patch- 
ing plaster, trowel, brushes, etc., which are necessary 
preliminaries to a good painting job. 


More Individual Thinking Needed 
in American Business, Says 
Western Merchant 


¢¢ F we could get men in this country to think 
more we’d have more business men and not 
so many storekeepers.” 

That’s the opinion of Emmett L. Hayes, presi- 
dent of the firm of Hayes & Murray, Bakersfield, 
Cal., a firm that does a* large volume of business 
every year in hardware and other lines. 

In Mr. Hayes’ opinion the trouble with the 
American business men is that they do not do 
enough thinking of a constructive nature. Most 
retailers, he says, follow the course of least resis- 
tance, copy what the other fellow does, and get 
ideas from public speakers at conventions instead 
of originating merchandising methods themselves 
for their own particular business. 

Modern methods of merchandising are pretty 
well standardized. Ideas that were once considered 
new are so no longer, and it requires more think- 
ing today than ever to do something different. 

But nevertheless Mr. Hayes maintains that an 
attempt should be made. “But on the other hand,” 
he says, “there are so many little details to be 
taken into consideration every day that unless a 
store manager has a well trained and intelligent 
sales force to look after the details his chances of 
bringing a new idea to a successful conclusion are 
somewhat limited. 

“For instance we held a varnish graining con- 
test for ladies some time ago. There is nothing 
very startling about that, of course, but it at- 
tracted a good deal of attention and enabled us to 
sell a larger quantity of varnish and other things 
than we would have sold had we not held the con- 
test. Awards were made by disinterested judges. 


The ladies grained on 4 x 12 cardboard. The first 
day there wasn’t the interest that we had antici- 
pated, although the contest had been well adver- 
tised and a certain number of ladies that I knew 
well enough to ask entered it. 

“Something was wrong however. So I made a 
special effort to get the salesmen in all parts of 
the store to induce the customers to at least look 
at the demonstration when it was in progress. The 
salesmen were also instructed to tell telephone cus- 
tomers all about it. 

“That did more than anything else to get people 
interested. We found that a number of customers 
had come into the store on the opposite side from 
where the demonstration was being held, and had 
gone out the same way and never known anything 
about it. 

“Of course that’s a small thing but if the clerks 
themselves don’t cooperate how cah you expect cus- 
tomers to be interested? 

“The most important thing for a store manager 
to do is to train his sales force, and to encourage 
his men to develop initiative, and the only way that 
can be done is by treating them the way he himself 
would like to be treated under the circumstances. 

“Unless the retail dealers in this country do 
more of their own planning and more thinking 
generally, and stop depending on manufacturers 
for sales ideas, which naturally boost the manu- 
facturers’ costs, there won’t be many retailers left. 
There won’t be anything but chain stores and 
manufacturers’ retail agencies. It’s time the re- 
tailer took stock of himself and learned to be more 
self-reliant.” 
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The 1925 Business OutlooK 


Greatest Hardware Year in History 
for Mississippi 


“Optimistic reports come from the four corners 
of the State. A good Christmas business has en- 
abled many dealers to ‘clean-up’ for inventory 
time. Now nearly all hardware stores have taken 
stock and know more about their real conditions. 
Many fill-in orders were placed during the fall sea- 
son. All are now looking forward to the spring busi- 
ness, which in all probability will be good in all 
lines. 

“Over in the rich delta, where the long staple 
cotton grows, work is progressing with unusual 
rapidity. A hard winter season just passed will be 
worth dollars in way of killing insects such as boll 


Montana Trade Picking Up, Says 
Tallmadge 


“Conditions in Montana at the present time are 
favorable to good business during 1925. 

“Trade in general is picking up to some extent 
this early in the season, which should be a fair in- 
dication of what we can expect to follow. 

“Prices of farm products, having shown a steady 
advance, excepting a few fluctuations, since the last 
harvest, gives our farmers encouragement to go 
ahead with their work more aggressively. 

“New machinery, farm equipment and home sup- 
plies will be bought more extensively this year. 

“The dealers having the most complete stocks, 
bought to the best advantage, will profit the most. 











Guy Nason 


Arthur R. Craig 





A. C. Tallmadge 


W. W. McAllister 











weevils, etc. The hardware dealers, who are also 
the implement dealers, already feel the effects of an 
increase in production this past year and the com- 
ing year. 

“Taking everything into consideration, the hard- 
ware dealers in the State should be expecting the 
greatest year in history.”—Guy Nason, secretary- 
treasurer, Mississippi Retail Hardware and Imple- 
ment Association. 





Good Business Predicted for 
Mountain States 


“T have talked with quite a number of our mem- 
bers within the past two weeks and with but a 
very few exceptions, they are predicting a good 
business outlook for the first part of the year. 
Those of our dealers situated in the farming dis- 
trict are feeling much better than they did last year 
at this time. I do not see any great improvement 
in our metal mining district, although, there will 
be some improvement. Taking all in all, the moun- 
tain states territory should show quite a gain in 
1925 over that of 1924—-W. W. McAllister, sec- 
retary-treasurer, Mountain States Hardware and 
Implement Association. 


“While the future is uncertain, there is no reason 
why conservative buying to complete and bring 
stocks up to normal should not be followed. 

“Express shipments covering merchandise to be 
sold on a competitive basis increases the overhead, 
showing shorter profits.”—A. C. Tallmadge, secre- 
tary-treasurer, Montana Implement and Hardware 
Association. 





— 


Business Prospects Encouraging 
in the Carolinas 


“Viewing the Carolinas as a whole, the prospect 
for business during 1925 is encouraging. 

“The general outlook in the territory is promis- 
ing, notwithstanding that in some of the strictly 
farming localities business will be rather quiet until 
another crop is made. 

“In the manufacturing sections mills are all 
running and the textile mills have recently gone 
back on full time—many making use of night 
shifts. In the larger cities building has gone on 
unabated, and the present prospect is that this will 
continue at least for the first half of the year. 





(Continued on page 84) 
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“Main Street Merchandising’ 





In a Town 
of 400 


N these days of large towns with large complete 
| stores and hard roads and millions of automo- 

biles, one does not expect to find remarkable 
stores in the little towns. Retailers have all been 
told business could be kept at home if proper mer- 
chandising methods were used. The Hokah Hard- 
ware Co., Hokah, Minn., either listened to these 
wise men of the business world or else worked out 
its own salvation. At any rate, the store is a gem 
in a beautiful setting of Minnesota hills and wind- 
ing concrete roads. 

Cleanliness and paint seem to be the keynote. 
No one ever steps into this store without realizing 
that it is spotlessly clean and fresh because of the 
well painted interior. Every piece of woodwork in 
the store is painted in a rich red. The backs of 
the cases and shelves are spotlessly white. The 
glass doors of the display cases are finished in var- 
nished natural wood. The store is warm and in- 
viting and yet a clean coolness pervades the atmos- 
phere. 

A glance at the left hand side of the store shows 
how this combination has been worked out. It also 
shows how attractive small stocks for small towns, 
and Hokah is listed at 400 population, can be dis- 
played. The way this store has been handled dis- 
proves the theory that it takes big stocks to make 
attractive stores. One of these side wall cases 
contains alarm clocks, flashlights, films and cam- 
eras. These are all fast moving lines in this store. 
Developing work is also done, the films being sent 
to La Crosse. This gives prompt service and 
brings in a lot of people for razor blades, shaving 
supplies and other things, which would ordinarily 
be purchased at some other store, if it were not 
for the cameras and supplies. The cutlery is right 
where each customer automatically looks it over. 
The shelves of the show cases are always white and 
make the best kind of background for the mer- 
chandise. 

The front center of the store is given over to 
house furnishings, as is the right side of the store. 
The illustration shows this section and please no- 
tice the “10 cent counter” right up in front. It 
might also be noted that the handy convenient 
shelves of the wall shelving are given over to 
smaller articles where they can be sold just as if 
they were on counters. Attention is directed 
to these two shelves within easy reach of customer 
and salesman where these smaller articles are dis- 
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The Business Scooping Window 


Advice from an Ace of Moving Display Windows, Edward Travers, of 
Alex Grant’s Sons, Syracuse, N.Y. 


HERE is no man or woman, boy or girl, or any 
| individual who has eyes to see, that does not know 

the handicraft of Edward Travers, window trim- 
mer and general utility man for Alex Grant’s. Sons 
at Syracuse, N. Y. 

Somebody comes home to tell that they saw a dummy 
ironing, baking, sweeping, extinguishing artificial 
fire, washing, hoeing garden, using tools, displaying 
wares; and instantly all members of the household 
know just where that window was seen in Syracuse. 


»ractically every object and caption in sight plainly 
says the same message of the safety razor. Yet the 
window is not crowded. There is no jumble in a man’s 
mind when he has seen that window. He thinks safety 
razor and nothing else and he thinks about it hard. 
If he has debated using this type of tool he is pretty 
likely to buy it right here. If he needs new blades 
he gets them here. And the stropping feature of this 
particular brand is driven home with great force. 

Mr. Travers says that a dummy ought to be made to 





N his window displays Mr. Travers uses dummies extensively and has found 
that they lend a touch of realism not otherwise obtainable, especially when 
coupled with moving displays. In this particular display a dummy sits and 

strops his safety razor from morning until night. 


Indeed, Central New York State has learned to look 
for a novelty, moving display window at Alex Grant’s 
Sons, and they are never disappointed. 

Everybody has learned to watch Grant’s windows. 
There has been almost everything there: automobile 
racers, hunters, mechanics, farmers, gardeners, black- 
smiths. Likely the biggest advertising asset to the 
Alex Grant’s Sons organization are the moving display 
windows they so much believe in. 

The picture of a late Grant’s window is illustrative 
of the window that has made this store so well known. 
A dummy sits and strops his safety razor from morn- 
ing until night. Thousands stop to watch him every 
day. It is the mechanical movement of the figure in 
the center that does the trick. 

And this window is another object lesson in driv- 
ing home one point and driving it hard. Note that 


serve two purposes. In the first place its movement 
should attract attention. Second, it should be doing 
something that has sales talk. For instance, he re- 
cently used the female dummy standing by an ironing 
board and using an electric iron. The movement of 
this dummy gripped attention. Closer observation 
centered attention on electric irons. Thus the dummy 
served two purposes. 

Sometimes the moving display merely decoys, bring- 
ing the passerby to the window where he indirectly 
is interested in the thing advertised. Such a window 
Mr. Travers illustrates was one in which a number of 
colored balls actually raced about an oval track, pro- 
pelled by hidden electric fans. This was at State Fair 





(Continued on page 33) 
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Make Uncle Sam Your Partner 


Getting Customers’ Names 





on Your Mailing List 


By MarK McGhee 


RS. JONES is an infrequent cus- 
tomer. She pays cash for everything 
she buys, therefore you have never 

had occasion to obtain her name in full. 
You know that her name is Mrs. Jones, but 
there are several other Mrs. Jones’ in town. 
You would like to have her name on your 
mailing list, but you imagine that Mrs. 
Jones thinks that because she has been in 
your store a great number of times that you 
should know who she is, and that she prob- 
ably would be offended if the salesperson 
were to ask for her name and address. She 
would, too, if it is done the wrong way. 


The Right Way 


As the salesperson makes out the sales 
check, she tactfully says to Mrs. Jones (or 
to any customer whose name is not known) 
something like this: 

“Quite frequently we have something spe- 
cial which we want our best customers to 
know about. If you will be kind enough to 
give me your full name and address, I shall 
be glad to put your name on our preferred 
list so that you will be notified by mail of 
these opportunities.” 

Mrs. Jones is delighted with the idea. 
She feels that she is one of the “chosen few,” 
with the result that she is pleased rather than 
offended. ‘This plan of obtaining the cus- 
tomer’s full name and address is successfully 
used by the leading stores from coast to 
coast, and is, so far as we know, the one 
accurate and profitable plan. 


20,000 Letters; $42,000 


Some idea as to the value of a customers’ 
mailing list can be had by a review of these 
startling figures of results obtained by a big 
New York store. 

They sent a letter to their list of old cus- 
tomers who, for some reason or another. had 


letters, perfectly typed, with names 

filled in, to a list of old customers who 
had not made recent purchases. The actual 
traceable returns were $42,000. In this ar- 
ticle Mr. McGhee gives you specific sugges- 
tions on the preparation of a mailing list and 
= the type of letter that results in big re- 
urns. 


\ BIG New York store once sent 20,000 
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not made a purchase at the store for some 
time. 20,000 letters, perfectly typed, with 
name filled in, were sent out. The actual 
traceable returns were $42,000, as the result 
of this good-will letter in which mention was 
made of the fact that the firm had for some 
time been deprived of the pleasure of seeing 
their names on a charge purchase slip; that 
if any purchase was not satisfactory in every 
way, to please tell them about it at once. A 
stamped envelope was inclosed with the 
letter. The whole secret of this phenomenal 
success was largely due to a good mailing 
list of old customers which every store 
should have. 


Other Advantages 


With a customer’s list you can, with a 
profit to your store, check up sales every 
month. As an illustration: In June Mrs. 
Jones bought a percolator for which she paid 
$4. In going over your sales records which 
are entered daily on a 8 x 5 card (the system 
which has been fully outlined in the two pre- 
vious articles), the sales checks of the pre- 
ceding day, you find that Mrs. Jones hasn’t 
bought anything since the purchase of the 
percolator. A form letter (typewritten) is 
then sent to Mrs. Jones. The letter reads 
something like this: 


Dear Mrs. Jones:— 


As you have not been in to see us since 
January 10, when you purchased a per- 
colator for $4, we are wondering if the 
utensil was satisfactory. 

While we have never had any complaints 
about these percolators, yet we realize that, 
if the salesman was very busy, he might 
have inadvertently neglected to explain the 
methods of using and caring for the ap- 
pliance. 

If the percolator is not giving you com- 
plete satisfaction, will you please bring it 
in. If it was not perfect in every way, you 
may have either a new percolator or your 
money back—whichever you prefer. Our 
goods must be satisfactory in every way. 

An envelope is inclosed for your reply. 


Very truly yours, 
Another paragraph offering a_ special 


item could be advantageously added to this 
letter. 


A Valuable Asset 


A complete list of customers, with full 


rd 


addresses, is a big asset to any store, and 
no store is too small to compile such a list. 

A customer’s list is so valuable that many 
of the larger concerns in the cities place their 
lists every night in fire-proof vaults for pro- 
tection. One concern in Philadelphia values 
its customers’ list at $150,000. 

Not only is a list of customers more valu- 
able in every way than any other list you 
could possibly have from the standpoint of 
possible purchasers, but it is made more 
valuable by the fact that letters sent to old 
customers are usually under a 2-cent post- 
age. This assures the return of the letter in 
the event that the customer cannot be lo- 
cated. The name is then removed from the 
file, and your list becomes as nearly perfect 
as it is possible to make it. 


Constant Checking 


A mailing list requires constant checking, 
for a poor mailing list is a damnation, 
utterly worthless and a hindrance to success. 

W. G. Clifford in “Building Your Busi- 
ness by Mail’ tells about a list of 1000 
names which produced 40 per cent returns 
the first year, 22 per cent, the second, and 
the fourth year had dropped to 7 per cent. 

An investigation showed that 410 people 
had changed addresses; 261 had moved to 
parts unknown; seven had died; one had 
gone to jail; eighty-three had bought from 
a competitor; 124 had bought one of the 
articles which the firm was trying to sell. 
Something to think about, isn’t it? Why 
not take 100 names from your list and make 
this test} You may be surprised. Next 
article will be the ‘“‘you and the we’”’ attitude 
in a letter, with examples. Watch for it. 





Editor’s Note: Next week, Mr. McGhee, 
in the fourth article in this series, on “Direct 
Advertising” will discuss “The Etiquette of 
‘We’ and ‘You,’ in Circular Writing.” 

This installment should prove particu- 
larly helpful to the retailer who is desirous 
of building up his sales volume via Uncle 
Sam’s postal service. Direct advertising 
has been for many years Mr. McGhee’s 
hobby, and he writes with the certainty and 
authority that only comes from a thorough 
understanding of his subject. 


Watch for Mr. McGhee’s next install- 


ment, 
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HE ways of the Income Tax 

Law passeth the understand- 

ing of average mortals, and 
for this reason the information 
contained in this article by J. K. 
Lasser should be particularly wel- 
comed. If you have any question 
not answered in this article, or do 
not clearly understand any points 
discussed, Mr. Lasser will be glad 
to assist you if you will address 
him in care of HARDWARE AGE Edi- 
torial Department. 
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By J. H. Lasser 


HE Annual Federal Income Tax Return is now 

required from every single individual whose 

net income as defined by the statute is $1,000 
or over, or whose gross income is $5,000 or over, 
and from every married person whose net income 
is $2,500 or more, or whose gross income is $5,000 
or more. These returhs must be filed with the 
Collector of Internal Revenue in the district in 
which the taxpayer resides or has his principal 
place of business. When the combined net income 
of a husband and wife is $2,500, or when the com- 
bined gross income is $5,000, a return is also re- 
quired. 

Both normal taxes and surtaxes are lower this 
year. Instead of the previous brackets of 4 per 
cent and 8 per cent, the new statute imposes a 
normal tax in three clauses: 

lst: 2 per cent on the first $4,000 of net income 
in excess of the exemptions and credits. 

2d: 4 per cent on the next $4,000 of net in- 
come, if there be such. 

3d: 6 per cent on the remainder, if any. 

The personal exemption of married individuals 
or heads of families, whose net income is in excess 
of $5,000, and who were previously granted a spe- 
cific credit of only $2,000, is now increased to 
$2,500. The exemptions granted by the act may be 
summarized as follows: 

1—Single person, not head of a family. $1,000 
2—Single person, head of a family..... 2,500 
38—Married person, not living with hus- 

band or wife, and not head of a 


DT (ichte sea eeetnde oe bees 1,000 
4—Husband and wife, living together, 

aye yy exemption............ 2,500 
5—For each dependent under 18 years 


of age, or incapable of self sup- 
port by reason of physical or 
mental disabilities.............. 400 


The former schedule of surtax rates beginning at 
1 per cent on $6,000 is superceded by lower rates 


that start with 1 per cent on the amount of net | 


income between $10,000 and $14,000. As in the 
case of the old surtax, these graduated assessments 
(on incomes over $10,000) are in addition to the 
normal tax and are computed without the benefit 
of any personal exemptions. 

The new statute governing Federal taxation be- 
ginning with Jan. 1, 1924, has for taxing purposes 
brought in the economic distinction between income 
produced by personal efforts and that resulting from 
the employment of capital by allowing a 25 per cent 
reduction for that proportion of the normal tax 
derived from “earned income.” The latter is de- 
fined in the statute to"mean “salaries, wages, com- 
missions, fees, etc., or other compensation received 
for personal services.” In all instances, at least 
$5,000 of the net income of any taxpayer subject 
to the normal tax is deemed to be “earned,” re- 
gardless of whether the nature of the income up 
to $5,000 complies with the statutory definition, 
but in no instance may the true “earned income” 
be greater than $10,000. 

Thus, in the case of:a married man, with one 
child (or a single man, head of a family, with one 
dependent) whose income from salaries is $6,000, 
the tax would be computed as follows: 








Taxable net income............ $6,000 
Exemptions ($2,500 plus $400).. 2,900 
Amount subject to tax....... $3,100 
Tax—2 per cent on $3,100............. $62.00 
Credit for “earned income”—25 per 
NE Stine AB 6hs cabnesand drs 60a ed 15.50 
NE ete cee eee aninn $47.50 


In the case of the same individual, but now pre- 
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suming that his income was $12,000, the tax would 
be: 


Taxable net income... .$12,000 
Exemptions .......... 2,900 





Amount subject to 
Me .x6ceennseaane $9,100 
Normal Tax 
2 per cent on the first $4,000 $80.00 
4 per cent on the next $4,00 160.00 
6 per cent on the remainder, 








the case of a partnership in which capital is in- 
vested, the 20 per cent being applicable to the re- 
spective shares of net income of each partner. 

Theoretically, the credit is supposed to reduce 
by 25 per cent the tax which would be paid if earned 
net income constituted the entire net income, but 
the statutory limitations have extended it into an 
ambiguous reduction in normal tax to every indi- 
vidual at the expense of those whose true earned 
income is in excess of $10,000. 


Be 600 ovvesnebesksoos 66.00 : ; oe 
. The table on this page is drawn to indicate what 
Total normal tax...... $306.00 the tax will be in the case of a hardware dealer 
Surtax—1 per cent on $2,000 whose entire net income results from both personal 
($12,000 minus $10,000)... — 20.00 efforts as well as the capital he has invested therein. 
Detel. ......- 9. Dea cetales $326.00 The taxable net income is derived from 
Reduction for “earned income 1—Gross income from the taxpayer’s business. 
Earned income as ; ; 
above $12,000 2--Any other compensation received from 
ae eg eee ; sources other than the taxpayer’s busi- 
But $10,000 is the ness. ~ 
maximum _permit- 3—Interest, dividends, rents, profits on sales 
ted by the statute. $10,000 of real estate, stocks, bonds, etc. 
Exemptions ........ 2,900 4—-Interest on Liberty Bonds in excess of a 





Amount subject 
Oe OE. os ce $7,100 
Normal tax thereon 
2 per cent on first $4,000. $80.00 
4 per cent on remaining 








principal amount of $55,000. 


From these it is permissible to deduct all ordinary 
and necessary business expenses, including depre- 
ciation, but excepting any salary paid by the tax- 
payer to himself or to wife or to a dependent; inter- 


Ps: 124.00 . : : 
est paid; state and city tax paid; bad debts; losses; 
TOD scninetevessusus $204.00 and contributions to recognized charities to the 
25 per cent of the tax so com- extent of 15 per cent of the net income. 
puted .......... sees ee eee. 51.00 The normal tax is computed without considering 
Tax to be paid.................... $275.00 the dividends from domestic corporations or any 





However, when the taxpayer is engaged in a 
business in which both his capital and services are 


Single Man 


Liberty Bond interest, but the surtax contemplates 
a tax upon all income. 
In any business in which the purchase and sale 


Married Man with One Child 
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Married Man 


Karned Total carned Total Earned Total 
Net Normal Income ax Normal Income Tax Normal Income Tax 
81.000 Tax Surtax Credit Payable Tax Surtax Credit Payable Tax Surtax Credit Payable 
a $20.00 cae $5.00 $15.00 a 2 ae —e se or or ere Bites as t6% « 
are 40.00 ee 10.00 30.00 $10.00 ee $2.50 $7.50 $2.00 a $0.50 $1.50 
SO er ee 60.00 pcan 12.50 47.50 30.00 Gals 7.50 22.50 22.00 s fee 5.50 16.50 
7 ar 80.00 Etat 12.50 67.50 50.00 seks 12.50 $7.50 42.00 — 10.50 31.50 
Pen 120.00 ate 12.50 107.50 70.00 er 12.50 57.50 62.00 ce 12.50 49.50 
Ns tes 6: eh-olw 6a 160.00 sas 12.50 147.50 100.00 re 12.50 $7.50 $4.00 er 12.50 71.50 
ea 200.00 iain 12.50 187.50 140.00 errs 12.50 127.50 124.00 nike 12.50 111.50 
ERE ee 240.00 a ae a 12.50 227.50 180.00 wheats 12.50 167.50 164.00 coda a de 12.50 151.50 
0 eer 300.00 Se abe 12.50 287.50 220.00 nr 12.50 207.50 204.00 ate 12.50 191.50 
titan to Sat ws i ceeds 360.00 $10.00 12.50 357.5 270.00 $10.00 12.50 267.50 246.00 $10.00 12.50 243.50 
ee 420.00 20.00 12.50 427.50 330.00 20.00 12.50 337.90 306.00 20.00 12.50 313.50 
ee 480.00 30.00 12.50 497.50 390.00 30.00 12.50 407.50 366.00 30.00 12.50 383.50 
14,000 rer 540.00 40.00 12.50 967.50 450.00 40.00 12.50 477.50 426.00 40.00 12.50 453.50 
ak ives ea did hei 600.00 60.00 12.50 647.50 510.00 60.00 12.50 557.50 486.00 60.00 12.50 533.50 


Staraiiadecadci ; Lae ti ; Lhaseadadicene 


material income producing factors, the credit is 
considerably minimized. While, as stated before, 
the credit may never be less than one-fourth of the 
normal tax on $5,000, in these later instances it 
cannot exceed one-fourth of the tax on 20 per cent 
of the net profits of the trade or business from 
which the taxable income results. In the previous 
example, presuming the income from the taxpayer’s 
business to have been $12,000, the statutory credit 
would have to be computed not on the $10,000, but 
on $5,000, since 20 per cent of $12,000 ($2,400) is 
less than $5,000. 

The same minimizing principle would apply in 


PERPSTIATELI ITLL eee EE SULUEDEQGGDOTOONTORLEEDOLSONEOED 


of merchandise are income producing factors, in- 
ventories are required. They should be taken at 
the close of the taxable period and retained for 
inspection. 

If the taxpayer employs an individual to whom 
he pays $1,000 or more during the calendar year 
he is required to make a return of such payments. 
Forms 1096 and 1099 for reporting such informa- 
tion can be secured from your local collector. 

The penalty for failure to file returns on time is 
excessive—25 per cent of the amount of the tax. 
Likewise payments of tax must be completed at least 
quarterly, or else additional penalties are imposed. 
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You cannot exchange .or return unsatisfactory mer- 
chandise or goods sold through misrepresentation by ped- 


NG AGAINST 
AN 


* * ia 
dlers or itinerant merchants. They payno taxes and. con- ian ion Ca 
tribute nothing to Altoona as do established business a lic ip 
houses. of he 
HESE two clippings from p - Canvassens 0 House 
2 local newspaper were re- rotect — ap ev yen from the merchant you. saree Moone Boo, S| 
ceived from Frank H. Good- can trust, and 1s helping build Altoona. ince ch A tant 
On oe Mi in aye 


fellow of W. H. Goodfellow’s 
Sons, Altoona, Pa., and show 
how the “Peddling Evil” is be- 
ing successfully combatted in 
that city. The larger of the 
clippings, Mr. Goodfellow states, 
is one of a series of similar ad- 
vertisements that are to appear 
regularly. There is now before 
the City Council of Altoona an 
ordinance to tax all peddlers. 











Hamp Williams on 


‘6 AWAY back in 1908 at a hardware con- 
A vention I said that the making of 
money in the retail business was not 
in the buying but in the selling and am still 
of the same opinion except we are seeing the 
necessity of it more now than ever. Not 
much difference in wholesalers prices in the 
main. 
“T was in a barber shop yesterday when 
a well groomed young man came in with a 
nice display of men’s ties and said, ‘I am 
dressing up the barbers. See what I have, 
beautiful silk ties at very reasonable prices. 
We buy direct from the factory. Here is 
one that matches that suit you have on,’ 
said he to one of the barbers. ‘The way he 
displayed those ties and what he said made 
me have a desire for a new tie, but he was 
unable to interest any one in that shop, but 
as he went out he said. ‘You boys think this 
over, I am coming back to see you.’ 
“That young man is making money on 


) ¥ Iie io Order. . trey J 
cn thee a, Se 
MONEY DOWN DANGER® #202" 
Py - j r ld ive in , *y4 waually yet ho ce. 
Thousands of dollars tiave been lost by people on magazing "% °°" * =: a 


hosiery, rugs, laces, underwear and other merchandise, and th 
failed to receive the goods ordered. 


? te, ~ ix 
CHART Y APPEA LS = tri geet hand 
the throngh nl? bougne”, indiviaehe 
Ay tr ang tft 
Salesmen are using charity appeals as selling argument. 
include statements that they divide profits with blind institu 


homes for wayward girls: Chiropractic Institute for crippled 
dren and charities of unknown location. et 


Investigate. Before You Invest 


Altoona Booster Associat: 
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“Glorified Peddling’’ 


men’s ties alone; while we have clothing 
stores not only carrying a big line of ties 
but clothing, hats, and everything worn by 
men who are not making interest upon their 
investment. Do they buy ties as cheaply as 
the peddler? Yes indeed, but they are not 
putting forth the sales effort. 

“This young man reminds me of the story 
of the greyhound which ran after the rabbit. 
When asked why he didn’t catch it, the 
young man said, [ was chasing it for my 
breakfast. The rabbit was running for it’s 
life. Some difference—this peddler’s busi- 
ness life depends on selling ties, and he is a 
stranger in this community. He hasn’t any 
prestige whatever, no lodge, no church, no 
kin, no reputation for honesty and fair deal- 
ing, pays no taxes, here today, gone to- 
morrow and yet the country is full of them, 
while we sit and wait, cuss and bleat and 
try to legislate them out of business. You 

‘an’t do it. Better hire them to sell for us.” 
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More Letters 


Publicity on the ‘‘Peddler’”’ in Altoona 


I have been reading the articles in HARDWARE AGE, 
regarding the “Peddler” with considerable interest 


and am enclosing two clippings from Altoona M:rror 


of this date showing what we are doing here about 
them as you will notice this is one of a series of 
similar advertisements that will be run, and I will send 
balance to you as they appear. 

In addition to this there is now before our City 
Council an ordinance to tax all peddlers, but even 
should: it pass the enforcement will be quite a task, 
and the education of citizens to see that they can buy 
merchandise from reliable dealers just as cheap and 
with more satisfaction will in long run bring far 
better results. 

For your information will say that the Boosters 
Association is a group of merchants joined together 
for community advertising, only reliable dealers are 
allowed to join, ones who have no fake sales and who 
stand back of all goods they sell; we advertise in news- 
papers in surrounding country covering a radius of 
twenty-five or more miles, and one feature we bring 
out is to buy everything you can in your own home 
town, but when you cannot find it there come to 
Altoona. 

FRANK H. GOODFELLOW, 
W. H. Goodfellow’s Sons, 
Altoona, Pa. 


(Signed) 





Must Cooperate to Defeat “‘Peddler”’ 


‘We have read your articles on this subject and 
no doubt the dealers will be aroused to this evil. It is 
not only detrimental to the hardware dealer, but to 
all merchants. No doubt you will notice that the 
Retail Ledger has taken the matter up also. 

“It is hard to say just what one should do to com- 
bat this evil, because many of these canvassers repre- 
sent factories like the Fuller Brush Co., who do not 
sell in any other way and for that reason the merchant 
can not bring any pressure to bear by threatening to 
discontinue their products. 

“However, there are a great many of them en- 
gaging in this business like the Wear Ever Aluminum 
Co., where the merchant could bring some pressure 
to bear. Their alibi has always been that these can- 
vassers carry different items than those handled by 
the merchants and does not interfere with the sale in 
stores, but on the contrary helps the merchant by 
creating a demand for Wear-Ever Aluminum. 

There may be some thing to this, but we believe it 
is 99-44/100 bunk. Even my wife was inveigled into 
buying a roaster from the Wear-Ever man, because 
she was convinced that it was the only style roaster 
to buy and it could not be purchased at a hardware 
store. 

In this particular case at least I know that the 
hardware store lost an order for a roaster and we have 


not sold any other aluminum utensils to this particu- 
lar party, because the Wear-Ever canvasser sold her 
this roaster. 

The tactics that these men use can not possibly 
help the dealer and we believe that the information 
which they give the customer is given to them by the 
factory, for there have been two men to call during 
the past two months and both of them with the same 
statement that the Wear-Ever people make three 
grades of aluminum. A cheaper grade sold by the 
hardware dealer. Another grade sold by the can- 
vasser and the best grade sold by hotel supply dealers. 

If this information will help the merchant, we 
would like to know how. 

There is only one way out of it with those factories 
who try to sell both the dealer and the consumer and 
that is for the hardware merchants to get together 
and refuse to buy their goods. 

(Signed) A. G. HEINMULLER, 
Retail Sales Manager. 
Phillips Gross Hardware & Supply Co., Milwaukee, 
Wis. 





“We're Not Aggressive Enough” 


I have noticed what you are doing in regard to the 
Peddling Menace. You are right in your conclusions 
that the peddler is making tremendous inroads into 
the hardware field as well as other lines. 

The great trouble with the hardware merchants is 
that so few of them are sufficiently awake and aggres- 
sive to be willing to make even reasonable efforts to 
secure and hold the trade that rightfully belongs to 
them, most of which would daily flow into their places 
of business. 

While I know that the jobber is largely to blame for 
this, in that so few of the jobbers’ salesmen are will- 
ing to help the dealer, yet the dealer could help to cor- 
rect that by concentrating his purchases with one or 
two salesmen, then he would be giving these one or 
two salesmen enough business to make the salesmen 
feel that they could afford to spend more time with 
him. 

I have heard salesmen complain that no matter how 
hard they strive to help merchants, there are so few 
who were willing to accept it, and so many who posi- 
tively resented it, that they became discouraged. 

I am glad to see that you are doing something right 
along to awaken the hardware merchants to the 
dangers that confront them, and I hope you will con- 
tinue to do so. 

I shall continue to watch your pages with a great 
deal of interest, and will do what I can to get our sales- 
men to arouse their customers to the importance of 
studying the ideas and suggestions you have advanced. 

(Signed) RUDOLPH TENK, 
Tenk Hardware Co., 
Quincy, IIl. 
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Direct Selling in the Home to Combat 
the Peddler 


We understand it is possible for certain communi- 
ties to pass laws to prohibit selling in the homes, but 
that they are unconstitutional, due to the fact these 
laws would interfere with Interstate Commerce. We 
believe, therefore, that the local mearchants are help- 
less under the circumstances, and that if you will look 
this matter up, you will find some very important 
decisions rendered in the Federal District Courts, on 
the rights of manufacturers to send their own men 
into other states. Any laws passed by local communi- 
ties, as we understand it, that interfere with Inter- 
state Commerce Laws are unconstitutional. There- 
fore, we believe that great stress should be laid upon 
the advisability of the dealer going after the business 
in his own community by accepting the assistance and 
cooperation where the manufacturers offer it, and also 
to put their own local men out on direct selling in the 
homes. Constructive articles along these lines will be 
helpful to the dealers and manufacturers using your 
publication. 


We hope we are going to see articles along the lines 
suggested in the very near future in your publication. 


(Signed) A. A. BREUER, Director of Sales, 
Clements Mfg. Co., 
Chicago, Ill. 





A Splendid Fight Against Peddling 


You certainly are to be complimented on the splendid 
progressive fight that you are making on the “Glori- 
fied Peddler.” Now that you are into this ght for a 
good cause, I want to see you win and I believe you 
will. 

What effect would it have on eliminating the ped- 
dler if the towns and cities passed an ordinance re- 
quiring peddlers and salesmen who sell goods to 
others than merchants who stock their goods for re- 
sale, to give bond for a stipulated amount or for 
twice the amount of goods that they expect to sell. If 
the peddlers were required to make bond in each town 
they visit, the multiplicity of making bond would 
make it prohibitive to the peddler. An ordinance of 
this kind would not affect the legitimate salesmen 
calling on merchants and certainly it would not 
interfere with interstate commerce, Think it over 
and let me have your reaction on the idea. 


(Signed) WALTER HARLAN, Secy-Treas., 
Southeastern Retail Hardware & Implement Assn., 
Atlanta, Ga. 





on the Peddler 


Further Licensing Needed 


GENTLEMEN: We are interested in the “Peddling 
Evil,” particularly come the standpoint of complaints 
arising out of the unscrupulous practices in the house 
to house merchandising field. With the help of the 
police department, we freqently apprehend peddlers 
who operate without being properly licensed. That, 
of course, is our principal concern from a professional 
angle. 

There is no question in our mind as to the mis- 
representations which are resorted to by the house 
to house solicitor, due no doubt, to his knowledge that 
it is difficult to check his misstatements. We believe 
that further licensing of these solicitors will have a 
tendency to clean up that field. 


(Signed) H. E. FRYE, Merchandise Megr,, 
Better Business Commission, 
Toledo, Ohio. 





Netwwspaper Publicity in Connecticut 


The following editorial appeared in The Fairfield 
News and we take pleasure in publishing it as an 
example of the kind of publicity that is helping to 
curb the “Glorified Peddler’: 


“There is no doubt that the retail mercantile in- 
terests of Connecticut are determined to ‘go the limit’ 
in legislating against the ‘itinerant vendors,’ in which 
description fall ‘fly-by-night’ stores as well as house- 
to-house peddlers and canvassers. Their aims will 
have to be tempered, of course, by the considerably 
calmer judgment of the General Assembly, but as the 
session opens in Hartford, it seems certain that 
drastic legislation will be written upon the statute 
books, to diminish the advantage which these types 
obviously hold over the established merchants who 
maintain quarters, pay taxes to the town and to the 
State, and generally contribute to the soundness and 
respectability of a community. 


“The solution of the itinerant vendor problem 
through legislation may be by imposing a large as- 
sessment for license, and perhaps, in addition, by 
requiring a bond to be filed with the State or the 
municipality to safeguard consumers against possible 
loss after house-to-house deliveries have been made 
and the peddlers have departed. In justice to the 
established merchants, who pay a tax to the town 
upon their real estate, and upon their goods, chattels 
and merchandise, and a tax to the State upon their 
income, whether they are corporated or unincorpo- 
rated, something of this nature seems the only way 
to justice.” 
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Wedding Bells 
and Spring 
Housecleaning 


HIS article should prove helpful be- 
cause it is written by a woman from a 
woman’s point of view. It contains 








HERE are shortly arriving two most important 
" [ "seasons, from the live hardware dealer’s point of 

view. The spring house-cleaning season is about 
here, and right with it comes the spring marrying sea- 
son. To a woman these are tremendously important 
on their practical sides; and the up-and-coming hard- 
ware dealer is sure to give them lots of thought. 

Just as the body needs a “spring cleanser,” so a 
house needs a general overhauling after the confine- 
ment of winter. A housewife is usually rather sick of 
her house after being so closely associated with it for 
many months. She wants to shift about the furniture, 
paint things afresh, rearrange, repair, add to, and 
above all, to clean from cellar to roof! She wants to 
see things new and fresh; find joy in some new con- 
veniences and possessions. 

So she goes to the hardware store, especially. 

And what does she find there? Too often a group 
of busy, uninterested men to whom her spring mood 
is entirely strange and unexpected. She often sees 
dirt and disorder, instead of fresh new household mer- 
chandise and apropos suggestions. In many cases 
there are monkey wrenches and oil cans in the window 
instead of vacuum cleaners, paint, and new silverware. 
Her buying mood is frequently sidetracked by what 
she sees and hears. Isn’t it a shame? 

Why don’t more hardware dealers do some thinking 
about woman’s spring cleaning impulse and arrange 
lively series of window or store displays; one on clean- 
ing, with all the various and sundry cleaning helps 
suggestively shown; another on painting, with live 
ideas for changing the color scheme of one of her 
bedrooms, or the nursery or the veranda; another one 
on new kitchenware, to bring her up-to-date with new 
utensils? That would be creative and constructive, 
and helpful! 

Don’t just stock a lot of goods—make a systematic 
try at hitching up with the housewife’s spring fever. 


some practical suggestions for presenting 
spring merchandise in a manner calculated 
to appeal to the housewife and the bride. 


Help her. Ask her if she isn’t thinking about cleaning 
her silver—here’s something that does it beautifully. 
Ask her whether she isn’t going to paint some of her 
veranda or other furniture all fresh and bright while 
she has the house torn up. Ask her why not give her 
floors a good fresh coat of varnish, and some of her 
table tops, too. And how about this and how about 
that? It’s the psychological moment. There’s sure to 
be some cleaning utensils needed, new kitchen equip- 
ment or new bathroom fixtures welcome in the torn-up 
period. 

The opportunity is, in fact, golden. The live hard- 
ware dealer will sell the average housewife a profitable 
bill of goods if he transforms his salespeople into 
good spring housecleaning helpers. Let him add to 
his clerical force for spring if necessary. (I have a 
long-cherished grudge against some hardware stores 
for being so incessantly under-manned and compelling 
me to wait so long.) Then teach them; fill them with 
real knowledge about the store’s merchandise and its 
serviceability for spring housecleaning. Teach them 
to talk it; we’ll listen, of course, we will. 

Then there are the brides and the new households 
being set up. I have seen very few hardware dealers 
who were wise to their opportunities with the bride 
and the new housekeeper. She is so ready to learn, as 
a rule, and so poorly informed! Perhaps she was a 
business girl until recently, who rarely stepped into a 
kitchen; and now she must keep house daily! 

Meet your responsibility and your chance, Mr. Hard- 
ware Dealer! Step up sympathetically and compe- 
tently, and tell her what she’ll need—and also what 
she’ll not need; for brides do so clutter up their kitch- 
ens with useless things if left to roam unaided! 
You’ll have her trade forever if you really help her. 
Show her what she can do with $25, $50, or $100 in 
kitchen equipment; give her some first lessons, tact- 
fully, in kitchen equipment, for she’s very much afraid 
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to divulge her ignorance of these things. Get her con- 
fidence; steer her without seeming to have it obvious 
that she doesn’t know anything. It is your positive 
duty to be versed in the wherefores and whys of house- 
hold equipment. If you’re not, admit you’re a back 
number as a hardware merchant, and let the other 
fellow make the real profits of the modern hardware 
business. 

Dress a window with a suggestion for a kitchen as- 
sortment at a complete group price. Show assortments 
of silverware; make an intelligent display of percola- 
tors; make an especially good display of electrical 
equipment, for the modern bride depends considerably 
on the labor-saving and efficiency of electricity in 
housekeeping. 

Show a windowful of handy kitchen devices; make 
a special display of kitchen knives of various kinds, 
and at the same time a good knife sharpener. 


And then show a good all-around assortment of 
cleaning devices, compounds, and tools; for well does 
the bride know that cleaning is going to be no small 
part of her existence henceforth, and she wants to be 
well prepared. 

Don’t be afraid to offer a bride detailed assistance 
by furnishing her a list with prices of all the 
things you would suggest, and let her take it home 
and study it, to see how she’s going to fit it to her 
budget. She’s a modern bride and perhaps she’s 
planning courageously to keep accounts on a budget 
system, and she’ll relish your detailed assistance. 

Here is a man’s size hardware dealer’s job, and you 
should be ready for it. A bride is everybody’s joy, but 
she’s also your profit if you know what you should do 
for her. Be prepared, and let your windows and your 
advertising proclaim the fact as loudly as do the 
wedding bells themselves! 





Making the Guarantee 





Do Its Duty 








'E ‘HE following letter is in response to an article, “Making the Guarantee 

Do Its Duty,” which appeared in the Jan. 22 issue of HARDWARE AGE, 
and in which the flagrant abuse of the much overworked guarantee was 
discussed. In his letter on this important subject, Mr. Klein urges some 
concerted action as a means of lessening the “‘Guarantee Evil.””’ HARDWARE 
AGE would be glad to have your views on this subject. 








Mr. Llew S. Soule, Editor, 
HARDWARE AGE, 
New York City. 

Dear Mr. Soule: I have read with a great deal 
of interest the article appearing in issue of Jan. 22, 
1925, entitled “Making the Guarantee Do Its 
Duty.” I believe that articles of this nature ap- 
pearing frequently in your book will help to over- 
come the flagrant abuse at the present day of this 
much misunderstood term ‘‘Guaranteed.”’ 

Abuse of the guarantee and obtaining replace- 
ments of merchandise by false representation is a 
very serious waste which can be counteracted 
through the efforts of the hardware merchants and 
all merchants, in fact. This thought was sug- 
gested to.me after reading the article in the same 
issue of your book on page 61, entitled “Big Busi- 
ness to Study Problem of Economical Distribu- 
tion.” In this article Mr. Hoover, Secretary of 
Commerce, refers in quite a few paragraphs to 
waste due to a great variety of conditions, as he 
shows in the article. 

Inasmuch as this study of the problem of eco- 


nomical distribution is now being made through 
the Chamber of Commercé of the United States, I 
believe it would be a good idea for a publication 
such as yours, through your organization, to bring 
this matter of abused guarantee before the atten- 
tion of the proper parties of the Chamber of Com- 
merce of the United States. It may be that 
through that source some concerted action might 
be taken which would materially reduce obtaining 
merchandise by falsely representing them to be 
defective. 

I haven’t any figures excepting in our own busi- 
ness, but I do believe that if the waste were known 
through this abuse of guarantee it would amount 
to many millions of dollars a year. 

The opportunity is there to do something con- 
crete about this subject, and I believe that an or- 
ganization such as yours through your various 
publications could do much to arouse widespread 
interest in this subject. 

(Signed) A. J. KLEIN, 
Mathias Klein & Sons, 
Chicago, IIl. 
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The Cost of the Traveling 
Salesman 


By Saunders Norvell 


HE president of a well-known hardware jobbing 
“TD house in one of the Southeastern States writes 

me the following letter. I reproduce it word 
for word, including both the molasses and the vine- 
gar. I have never claimed infallibility. I write about 
things as I see them. I may be right or I may be 
wrong. All I claim is honesty of purpose. If I see 
things one way, I do not write about them another. 

Letters such as the one produced below are valuable 
in presenting the other side of the argument. They 
are also valuable in giving me an opportunity to more 
clearly explain any figures I use or statements I make. 

After reading the letter of my correspondent and 
then what I have to say on the subject, each hardware 
jobber can figure out the proposition for himself based 
on his own figures and experience. 

For the sake of clearness, I will first quote the part 
of my article in the HARDWARE AGE of January 29, 
1925, to which my correspondent takes exception, viz. 

“Out of the jobber’s profit of 25 per cent, how- 
ever, must come the cost of the salesman—his 
salary and traveling expenses, say 8 per cent.” 


Here is the letter: 

Your articles are always interesting and full 
of human interest and personally I have enjoyed 
them. Of course we can’t always agree with you 
and of course like all other human beings, you 
get a little wide of the mark at times and it might 
be a good idea when quoting figures to refresh 
your memory. 

I am assuming it has been your fortune and 
pleasure and privilege for a great many years to 
scan cost sheets so that after forty years of hard- 
ware the statements you make are likely to be 
taken more seriously than would be the case of a 
younger writer. 

In your last issue of HARDWARE AGE you have 
given some food for thought in the subject 


“Serious Distribution Problems.” It is the duty © 


of everyone of us to bring the best thought we 
have to bear to lowering the cost of distribution 
to the masses. That admits of no argument. 

You mention some very pertinent questions 
that the retail merchant may well ask. Is the 
jobber worth the profit? Does the jobber earn 
his profit? Are the jobbers’ expenses too high? 
Are there too many traveling salesmen? Are the 
jobbers’ heavy expenses necessary? Can they not 
be cut down? Cannot the jobber afford to handle 
his business on a smaller cost? 

Those questions, as we say above, are all proper 
but over in the earlier part of your article you 
leave the inference that a jobber’s average profit 
would be 25 per cent of his selling price and that 
first crack out of that comes the cost of the 


salesman, his salary and traveling expenses, say 
8 per cent. , 

Now right at that point is where I don’t get 
you. It has been my good fortune to figure costs 
as a young man and to have more or less to do 
with them all my life. You have been out of the 
hardware business for a few years or perhaps 
Homer nods.” I don’t think I am committing 
any breach in saying to you that out of 126 whole- 
sale hardware houses on the American continent, 
and they went from New England to the Pacific 
Coast and were of all classes but very representa- 
tive houses, there is not a single house that for 
the year 1923 reported a total cost for selling 
goods, including both house and road men, with 
all their remuneration and expenses of eight cents 
on the dollar—not a single one. 

The average total cost of the house and travel- 
ing salesmen of all those houses was about 4% 
per cent and the average cost of all those houses 
for their road salesmen, a trifle over 31% per cent. 
It is apparent at a glance then that there is a 
discrepancy somewhere. It would not seem to be 
in the minds of 126, what I take to be conscien- 
tious and capable men in charge of 126 jobbing 
hardware houses. 

Naturally if a retail merchant would read and 
swallow entire that statement of yours he would 
be justified in saying, I think, that as a general 
proposition the jobbers’ expenses were too high, 
and that he was perhaps not worth the profit he 
was getting. 

Since your hypothetical case and the actual 
problems are so wide apart you are liable to leave 
a wrong impression in the minds of a lot of local 
merchants. Certainly if your article had stated 
that the traveling salesmen received for salary 
and traveling expenses on the whole 414 per cent, 
I question whether the average merchant would 
have considered that excessive charge for his aid 
and service. 

Far be it from me to tell a writer of your broad 
experience a whole lot of things, but perhaps 
there are some things that our modesty may 
permit us to say and we may have had as inti- 
mate and as general experience as you have had. 

Wouldn’t it be a good idea then in the future to 
sort of check or recheck yourself especially when 
you are writing an article for a general reading. 
Manufacturers, jobbers and retailers will prob- 
ably all read that article and it is conceivable how 
an injustice can be done the jobbing interest 
when I am confident none is intended. 


In figuring the cost of the salesman, naturally 
everything depends upon just how this figuring is 
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done. If a jobbing house should take their entire 
volume of business for a year and then take simply 
their salesmen’s salaries and expenses for a year, the 
figures might be 3% per cent or 4% per cent. To 
illustrate: If a jobbing house did a total business of 
$1,000,000 and if they paid their salesmen in salaries 
and traveling expenses $35,000, that would naturally 
be 31% per cent. 

When I was in the hardware jobbing business, 
however, I never figured the cost of salesmen on that 
basis. In the first place, I separated sales into four 
departments, i. e., house sales, mail order sales, city 
salesmen’s sales and country salesmen’s sales. Of 


course the proportion of sales separated in this man- . 


ner in various jobbing houses would differ vastly. 
We gave both our country and city salesmen full 
credit for mail orders from their customers. We did 
this because experience taught us that there was sure 
to be friction if a salesman did not receive credit for 
the mail orders from his customers. Where sales- 
men do not receive credit for mail orders, it is a case 
of a house divided against itself. 

However, when I figured the actual cost of a sales- 
man, either in the country or in the city, I figured 
his cost against his personal sales. This was done 
first, because it gave more information and was more 
definite; also, because the main thing is the quantity 
of goods a salesman sells in person. It follows almost 
as a principle that where a salesman has large sales 
on a territory, there will also be a large mail-order 
business. As a matter of fact, the mail-order busi- 
ness from a territory is always a fixed ratio to the 
volume of the salesmen’s sales and is also governed 
by the proximity of this territory to the jobbing 
house. Far-away territories in other jobbing districts 
naturally do not produce the same mail-order business 
as those territories in the natural territory of the 
jobbing house. 

There were also certain goods that we called “non- 
profit goods.” We did not give the salesmen credit 
on those lines. These consisted of nails, horse shoes, 
shot and other items sold on such a close margin that 
the cost of handling the business was equal to, or 
more than, the profit. 

“But”—some jobber will say—‘“if we sell a carload 
of nails, it is shipped direct from the mill. We do not 
handle the goods and therefore, while the profit is 
small, there is very little expense. We have to pay 
our salesmen, bookkeepers and bill clerks, anyhow.” 

In my day in the hardware business, we actually did 
not seek or want this carload business on nails. If I 
remember correctly, in those days a carload of nails 
amounted to about $1,000. The profit on the sale was 
$30 or $40. We did not care to invest our capital and 
take the credit risk of $1,000 for such a small profit. 

Besides that, experience taught us that a retail 
dealer frequently buys according to the balance he 
owes certain houses. If he gets $1,000 on his books 
because of a car of nails, the chances are he will 
switch his purchases on other more profitable goods 
to some other jobber until he has paid the nail bill. 
This same argument was also true of other staple and 
unprofitable goods. This led to my axiom for the 
hardware jobbing business that “Success in jobbing 
hardware depends entirely upon the character of goods 
sold.’ It was my policy to allow my competitor, 


especially the local jobber, to load up with all this 
staple business he wanted. 

Now, the point of this digression is that in figuring 
the cost of a salesman, the character of goods sold by 
the salesman has not only a great deal to do with his 
cost, but also with his profits. If my readers will 
refer back to the article that was criticized, they will 
note that when I referred to a salesman’s costing 
eight per cent, I, in the same sentence, referred to 
goods sold at a profit of twenty-five per cent. 

My readers will understand my ideas of the cost of 
salesmen if they will constantly bear in mind the re- 
lation of salesmen’s costs to salesmen’s profits. In a 
word, if salesmen are given full credit for staple goods 
such as are mentioned above, naturally the percentage 
of the salesman’s salary and traveling expenses to 
his sales goes down. We never gave him credit for 
such sales and therefore his percentage of cost to us 
was higher, but do not forget that his profits were 
also higher. 

Other things to be taken into consideration in 
figuring the cost of salesmen are not only the salary 
and expenses of the successful salesmen, but also the 
salary and expenses of the. “experiments” that fail. 
Now I was always making experiments with new sales- 
men. I loved to take boys and young men, send them 
on the road and see what they would accomplish. I 
never have been able to pick a successful salesman in 
advance. I have never had the ability to judge a man 
by his hand-writing, by the color of his hair or by the 
manner in which he walks. 

I must make the humiliating confession that I have 
only been able, in all my years of experience, to judge 
salesmen by the results they accomplished. The real 
secret of my success in handling salesmen, I must 
admit, was in the fact that when a man was a success 
by his results, I “grappled him to my soul with hoops 
of steel.” I encouraged him. I pushed the success. I 
did everything I could to help the successful but, on 
the other hand, when I found that a salesman was not 
gifted with the intelligence or the energy or the per- 
sonality, or all these things combined, to sell goods, / 
got rid of him very quickly. Following this rule of 
developing success in salesmanship and getting rid 
of failures quickly and keeping up this process month 
after month and year after year, in the course of time 
I believe I developed one of the greatest organizations 
of hardware traveling salesmen that was ever got 
together in the United States. It was a simple sys- 
tem. All it required was determination and will 
power in holding on to good ones and in getting rid 
of poor ones. 

Now all this has a bearing on this case because as 
I constantly experimented with new salesmen in new 
territories and with young salesmen as helpers to 
old salesmen in established territories, it brought up 
my selling cost, but I always believed it was worth 
it. I did not hesitate, time after time, to write our 
salesmen that every successful salesman in our organi- 
zation must do his part and stand a share of the cost 
of developing green, raw material in salesmanship. 
I did not hesitate to let our salesmen know that in 
my little salesman’s book, I had a memorandum of a 
successor for every salesman in every territory. I was 
never taken by surprise or inconvenienced by a resig- 
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Trade Problems Discussed at 





Wisconsin Convention 


E. W. Peterson Elected President of Wisconsin Retail Hardware Association at 
Annual Meeting, Held in Milwaukee, February 4-6. 


HE evil of installment selling was freely dis- 


officers for the new year: 


E. W. Peterson of Florence, 





cussed at the Annual Convention of the Wis- 
consin Retail Hardware Association held in Mil- 
waukee, Feb. 4 to 6. One dealer after another got to 
his feet and gave his opinion of the practice and even 
the dealers who were selling merchandise on the in- 
stallment plan admitted that it was economically un- 
sound and that they would be better off without it. 
On the last day, the convention elected the following 


president; Hugo Prange of Sheboygan, vice-presi- 
dent; T. W. Quinn, Rice Lake, E. A. Williams, Wau- 
kesha, and J. P. Stollenwerk, Milwaukee, were re- 
elected as members of the executive committee, and 
Wm. Ott of Baraboo was elected as a new member of 
the committee; P. J. Jacobs, of Stevens Point, was re- 
elected secretary and treasurer, and B. Christianson, 
of Stevens Point, executive secretary. 





George W. Schroeder of Eau Claire 
started the discussion, pointing out the 
fact that the installment plan encour- 
aged the living beyond incomes, and 
cited the instance where a young couple 
in his town with an income of $35 a 
week bought various items on the in- 
stallment plan until they had contracts 
calling for payments of $30 a week. 
He pointed out that it was impossible 
to carry the load of installment selling 
and that discounting companies were 
naturally the solution. These discount- 
ing companies are paying large divi- 
dends to their stockholders, all of which 
meant that the consumer was paying 
extra profit on the merchandise he pur- 
chased. Oscar Hanson of Sturgeon 
Bay decried the tendency of manufac- 
turers in their national advertising to 
quote terms such as $5 down on a wash- 
ing machine or $2 down on a vacuum 
cleaner, forcing the retailer to be a 
party to installment contracts that were 
disastrous. Mr. Hanson said that in 
his store it was impossible for him to 
sell merchandise on the terms quoted in 
national advertising and that he was 
obtaining a down payment of at least 
25 per cent. As a result of the general 


criticism at the convention of the in- 
stallment practice, a resolution was 
presented which was’ unanimously 
adopted, calling on the individual mem- 
bers of the association to do all in their 
power to discourage this form of sell- 
ing and pledging themselves to start an 
educational campaign among their cus- 
tomers. 

H. P. Sheets, secretary of the Na- 
tional Retail Hardware Association, 
and John N. Van der Vries of the 
United States Chamber of Commerce, 
Chicago, both dwelt on the scheme of 
better cooperation among the dealers. 
Mr. Sheets said there are two forms of 
cooperation—first, between the hard- 
ware men; second, between all mer- 
chants. He said that 55 per cent, ac- 
cording to surveys, of all customers 
entering the store leave without buying. 
Hardware men should study this situ- 
ation cooperatively; they should study 
the income and resources of their com- 
munity and act in unison for the bet- 
terment of the hardware business. Co- 
operation among all merchants of the 
town will overcome the evils of easy 
credits which are caused from wasteful 
competition. Uniform credit terms are 


possible and should be adopted. Mr. 
Van der Vries spoke also for coopera- 
tion and standardization in merchan- 
dising, stating that individualism 
makes a mountain out of a small hill, 
and it is impossible to play any kind of 
a game alone, and asked for united ac- 
tion among the dealers. 

It has very often been the criticism 
that most speakers at hardware con- 
ventions talked theory, but little that 
was practical. No such criticism could 
be directed toward the talk of Robert 
J. Murray of Homesvale, Pa. Mr. Mur- 
ray had as his subject, “Pep, Push and 
Profit Every Month in the Year.” He 
started out by stating the well known 
fact that the average hardware busi- 
ness during the calendar year was sea- 
sonable, having four months of good 
business, four months of fair business 
and four months of little or no busi- 
ness, and he gave his own experiences 
in his store which were successful in 
building up a good business for every 
month in the year. Mr. Murray said: 
“The first essential is to have a stock 
of such variety that some items are al- 
ways in demand and a selling program 
that will stress each item at the proper 
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time or when sales resistance is most 
easily overcome. If we sell only hard- 
ware staples, business is sure to be 
small in the winter months. We have 
added harness, lumber, tools, stock 
foods, incubators, brooders, blankets, 
robes, ice tools, radio and many other 
items to help keep up our sales during 
January and February. 

“It is not prudent to confine our- 

selves too closely to hardware, as some 
of us know it. Almost anything that 
our customers need and will buy is 
hardware to us. When our drug stores 
sell razors, flashlights, electrical spe- 
cialties, our grocery stores galvanized 
ware, brooms and kitchen utensils, and 
the five and ten cent stores small hard- 
ware, it is time for the hardware men 
to read the handwriting on the wall and 
make a close survey of the situation 
and add lines that are in demand. 
Every city, town and village has great 
sales possibilities, but it is necessary to 
find them. It may be farm supplies, 
barn equipment, plumbing supplies, 
auto accessories, factory supplies and 
some other lines. . 
As our sales increase we can buy at a 
lower figure, and this helps us to lower 
our retail prices and make further in- 
creases in sales easier to obtain. 

“We like to start the new year with 
an after-inventory sale for which we 
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select from our stock all the ‘lemons’ 
that have not been moving and put 
them on our bargain table at a low 
figure. If they do not move with one- 
third off the regular price, we reduce 
the price every three days until sold. 
If they are real bad ‘lemons’ and stay 
too lone, we conceal a few in each cus- 
tomer’s purchase and get rid of them 
that way. They must go. 

Mr. Murray also suggested that the 
hardware dealer in the smaller town 
study banking methods and get on 
friendly terms with the banker. He 
stated that too many of us carry cus- 
tomer’s accounts, when the _ proper 
method is that the customer borrow 
from the bank and pay the hardware 
store in cash. The knowledge of prin- 
cipals and acquaintanceship of the 
banker will enable the merchant to help 
the farmer customer arrange for credit 
at the local bank. 

A. G. Heinmiller of the Phillip Gross 
Hardware & Supply Co., Milwaukee, 
gave a talk on buying which was full of 
practical and useful suggestions to 
every dealer present. Mr. Heinmiller 
said that turn-over was not so much a 
question of holding down to a smal! 
stock as it was a question of simplifi- 
cation and the avoidance of duplicating 
lines. After inventory it was desirable 
to get rid of all the articles in your 
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stock that you would get along with- 
out, and there should be a general 
housecleaning at least once a year. 

He pointed out that the old idea of 
trying to carry anything in a hardware 
line in some one store was a very mis- 
taken idea and was not profitable. He 
strongly advocated the carrying wher- 
ever possible of nationally advertised 
merchandise, as the sales resistance of 
advertised goods was very much less 
than on non-advertised goods. Mr. 
Heinmiller also gave some very sound 
advice on the matter of changing lines 
and urged every dealer to be careful 
about switching from one line of mer- 
chandise to another, knowing that the 
loss oceasioned by this changing more 
than offset any advantage gained in 
some other direction. He cautioned 
the dealers to be careful at the present 
time in their buying. He stated that 
in his opinion the many price advances 
being recorded in the past few months 
were temporary, and that while he 
thought that business would be good 
during the coming year, he did not look 
for further price advances and, in fact, 
expected some declines. 

Other speakers at the convention 
were Fred High of Chicago, R. E. El- 
lingwood of the University of Wiscon- 
sin, and Dr, Paul W. Ivey, also of Chi- 
cago. 








““A Man and His Time” 














ployee takes two drinks a day (most of them take 
three soft drinks a day), it will take at least fif- 
teen minutes’ time to consume one of them, and 
it will take half an hour to consume them both— 
thirty minutes of time that does not belong to 
you, and it is fair to reason that that time has 
been stolen. Thirty minutes of time stolen each 
day in a year’s time will amount to many dollars 
and cents. There are about 310 working days in 
the year, and allowing 14 days as vacation, this 
would leave 296 days. Thirty minutes a day for 
296 days would equal, on a basis of an eight-hour 
day, 1814 days of time that the clerk has wasted 
or stolen from his employer. Now multiply this 
by 50 men and you have 925 days stolen in one 
year, and at a wage of $6 per day, in dollars and 
cents this will amount to $5,550 that has been 
stolen from the BOSS in a year’s time. 

The man that steals his employer’s time is dis- 
honest, has little intelligence, and this is why 
many a man fails to advance, and when he sees 
the other fellow advance who does not LOAF on 
the job says, “Well, he has a pull.” 

So it behooves you to watch your time, or the 
boss’s time, for time is money. Would you steal 
money from your employer? 


(Signed) E. G. KIRTLEY, Traffic Manager, 
MONTGOMERY & CRAWFORD, 
Spartanburg, S. C. 


MAN’S time is a commodity that he offers on 
A the business mart for sale. His time is sold 
for a certain number of hours each day and 
during his actual working time his honor, energy, 
intelligence and time belongs to his employer. 

When not physically engaged, it is his duty to 
use his intelligence to develop and forward the 
interest of those who are paying him for his time. 
When he fails to make use of his time while on 
duty, he is then taking advantage of his employer. 

Few men would take goods or money from those 
who pay him his wages, but there are a great 
many men stealing their employer’s time, and it 
can be done in many ways: loafing on the job, 
taking time to listen to and to tell jokes, taking 
time to smoke, and going out just a minute for a 
drink, etc. 

As a concrete example of this we will take as 
an argument a hardware jobbing concern employ- 
ing fifty men and women; and there are many 
such firms in our country. This concern, we will 
say, has a clock that the employees are required 
to punch on entering for work and on leaving for 
meals and on closing at the end of the day’s work. 
As there is no one to watch them between time it 
is an easy matter for any one of these fifty em- 
ployees to leave the store or office on some pretext 
or other, say, to visit the corner drug store for a 
drink, or to do something else for him or herself. 

Talking about drinks, suppose that each em- 
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Simplification Endorsed at 





OkKla. Hardware Convention 


F. O. Quarles elected president of OKiahoma Hardware 
and Implement Dealers at OKlahoma City, Feb. 3-5 


The outstanding feature of the 1925 convention 
of the Oklahoma Hardware and Implement Dealers’ 
Association at Oklahoma City, Feb. 3, 4 and 5, was 
the spirit of optimism and good feeling demonstrated 
by the dealers. Prosperity fairly beamed from every 
countenance, and was reflected substantially, in the 
large number of orders placed with exhibitors, with- 
out solicitation or effort on the part of the latter. 
Although but 240 members registered, it was esti- 
mated that double that number attended the con- 
vention. 


F. O. Quarles of Fairfax was elected president for . 


the ensuing year with the following official staff: H. S. 
Henly of Cherokee, first vice-president; George E. 
Paas of Edmond, second vice-president, and Henry 
Born of Seminole, B. M. Hippard of Watonga, A. G. 
Hoag of Oklahoma City and R. S. Goff, directors to 
fill the vacancies of the retiring members of the board. 
The directors remaining in office are: A. J. Heaton 
of Pawhuska, J. I. Denison of Hobart and B. U. Rec- 
tor, El] Reno. The advisory board also includes J. W. 
Pettee, Oklahoma City, retiring president; George W. 
Dudley, Tishomingo; W. G. McCluskey, Billings, and 
Harry Smith, Shawnee. 








Convention High Lights 


HE convention indorsed the attempt 

of manufacturers of rubber hose to 

simplify that line by confining garden 
hose to the single size of 5% in. and urged 
that members so specify in placing their 
orders; also the action of paint manufac- 
turers in their movement to reduce the 
number of colors and packages, thereby 
enabling the dealer to have less capital 
invested in his stock of paints. 

The convention went on record as sin- 
cerely believing in the principle of sim- 
plication of all lines of hardware and that 
we will use our every influence to further 
these movements. 

The handling of standard implements 
was approved whose repair parts can 
readily be obtained, and viewed with dis- 
favor the tendency of consumers in some 


communities to purchase the unbranded 
goods. 

The decimal system of pricing and pack- 
ing, as explained by Mr. Murray Sargent 
of New Haven, Conn., was also indorsed. 

Aud, further, the committee offered this 
resolution: 

WHEREAS, there is a bill a this time 
before our State Legislature, known as 
Senate Bill No. 206, introduced by Jones 
and Fiddles, which bill, if passed, will 
make misbranding of goods of this char- 
acter illegal, therefore be it 

Resolved, That we, the Hardware Deal- 
ers of this convention, urgently request 
the legislators to pass this bill, which will 
remove the necessity for our selling mis- 
branded goods. 











“A successful business is built upon 
the confidence that you inspive among 
your trade,” said Mayor Cargill in his 
welcoming address. “You hardware 
dealers, and especially those of you 
who operate in a small community, 
have a very great opportunity for ser- 
vice, for you come in closer contact 
and can visit more freely with your 
customer than those in larger cities. 
You know your banker intimately— 
your city and county officials—and all 
leading business men. You have an 
opportunity to get on the inside of their 


confidence, and upon this you can build 
your business. It is not the business 
itself that really counts, but the soul 
of the man behind the gun,” he added. 

The program was one of unusual 
merit, based upon an appeal for higher 
ideals in conducting the hardware 
business, even as other retail merchants 
are elevating the plane upon which they 
operate. A bigger, broader vision and 
upright, square dealing, backed with 
a high degree of community spirit, 
were the basis of the majority of the 
addresses; and to the question box dis- 


cussions were left the detailed solu- 
tion of individual problems. 

Response to the mayor’s welcome 
was made by H. S. Henley, dealer of 
Cherokee, and immediately followed by 
the president’s address by W. J. Pet- 
tee who, after wielding the gavel over 
this convention, completed his second 
term in this capacity. 

The president pictured a_ splendid 
year for 1925, with oe for an 
even better one in 1926 

“The past year has been in my opin- 
ion a very satisfactory one for our 
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dealers generally,” he observed. “‘While 
the volume has not been excessive ex- 
cept in some portions of the state, the 
general tone has improved, based on 
the fact that farmers have been able 
to meet practically all mercantile ob- 
ligations, which, of itself, places our 
dealers in better financial condition 
and in great shape to take on the 
business of 1925. 

He predicted that with just an aver- 
age crop this year business in 1926 will 
mount higher than in 1925 and cau- 
tioned dealers to keep actively after 
the trade in their own communities and 
to keep stocks up to date, always pre- 
pared to meet the demands. he 
speaker declared shipping conditions 
from factories and jobbers the best he 
had known and there is no need for 
dealers to place large orders for mer- 
chandise on the supposition § that 
prompt delivery is questionable. It 
behooves the merchant to keep stocks 
complete, by buying frequently and in 
small quantities. 

Commenting upon extending credit, 
Mr. Pettee contended that consumers 
are now educated to short time credit 
and the dealer who keeps his business 
on a short time credit basis will be 
better off than those who extend long 
credits. He advocated installing stocks 
of good merchandise, not necessarily 
high priced, but the best that can be 
obtained for the purpose wanted and 
the price the consumer is able and 
willing to pay. Junk or inferior mer- 
chandise is a bad thing for any dealer 
to sell, even if he makes a profit on 
the sale. It always results in a dis- 
satisfied customer. 

He concluded with a request that 
dealers visit the booths of exhibitors, 
with the intention of showing their ap- 
preciation of the latter’s efforts, and 
when placing orders, to favor those 
who aided in the success of the con- 
vention by their exhibits. 

Voicing a plea for high business 
ideals Tom N. Witten of Trenton, Mo., 
asserted that business, in the last an- 
alysis, is only a means of sustenance 
for a man’s family and perhaps a lit- 
tle surplus; and if a merchant could 
get this viewpoint, and let it dominate 
the conduct of his business, rather than 
the eternal strife for the accumulation 
of dollars, it would place the hardware 
industry on a better, sounder plane 
and redound to the mutual benefit and 
happiness of dealer and customer. “The 
day of the peddler—selling any article 
at any price he could get—is past. So 
are the days of unmarked merchandise, 
and the day has come when the public 
must have some knowledge of the fact 
that we are doing business on a dif- 
ferent basis, and our main incentive is 
to serve. 


Mr. Witten strongly advocated cater- 
ing to the children, the potential trade 
‘of tomorrow, in building business. He 
related incidents when boys and girls 
came into his store with a broken doll 
buggy or wagon, which the employes 
had definite instructions to mend, im- 
mediately. no matter what they were 
doing. “Drop it,” said the speaker; 
“this child is not only a potential cus- 
tomer of tomorrow, but has a tremen- 
dous influence in moulding vour trade 
today. Take it home—would you pat- 


ronize a man who did not treat your 
kiddies right? Fellow hardware dealers, 
many a customer has been led past 
your place by his child into some other 
dealer’s store, because for some reason 
that child did not want to enter your 
store. Perhaps you had spoken crossly 
to them—neglected them. We never 
know how deeply we hurt a child—but 
they never forget.” 

Pausing for a moment to give a brief 
history of the decimal system of pack- 
ing and pricing, Murray Sargent of 
Sargent & Company, New Haven, 
Conn., delved into detailing its many 
advantages. For the conservation of 
time he declared it paramount, and 
recommended its general use among 
hardware manufacturers. He conclud- 
ed with an appeal for the endorsement 
of the retail hardware dealer, believing 
they would be the men who could and 
would, eventually, bring it into common 
usage. 


Committees appointed by the presi- 
dent included: Exhibition committee, 
B. U. Rector, F. O. Quarles and A. V. 
Chalfont; nomination committee, W. 
G. McCluskey, George W. Dudley, 
Harry Smith, John Young and B. M 
Hippard; resolutions committee, H. S. 
Henly, J. A. Denison and George E. 
Paas. 

By the question box, conducted 
Wednesday morning by J. I. Denison 
of Hobart, unusual interest was devel- 
oped in the mail order house menace. 
Following various expressions by the 
delegates, it was practically conceded 
that the best policy in handling this 
situation was to centralize upon gain- 
ing and maintaining good will, and ig- 
noring the existence of the menace. 

Among the high lights of the address 
made by Charles D. Morris, assistant 
to the chairman of the Western Rail- 
ways’ committee on public relations at 
Chicago, was that it is more important 
to the hardware dealers, or any other 
retailer, that the farmer gets his 
products to market than that the re- 
tailer receives better freight rates for 
the transportation of his merchandise 
—and if the railroads do not receive 
the increase in freight rates granted 
recently, they can not operate. Morris 
indicated that the railroad companies 
had not profited to the extent of one 
dollar as a result of this increase, be- 
cause expenses had increased propor- 
tionatelv. Of eighty-four class one 
railroad and terminal comvanies oper- 
ating in the western territory, he as- 
serted that forty-six did not pay any 
dividends in 1923 or 1924. 

A “Bigger Business Picture” was 
presented by Joseph F. Leopold. man- 
ager of the Southern Central division 
of the United States Chamber of Com- 
merce. “Humans like association with 
humankind,” he began, “but the aver- 
age business man is so engrossed in his 
own business that he has not had time 
to think outside of his own line. Some 
think by laving out a few dollars, they 
have done their share to the world and 
to the community thev are serving. 
But, no man can build his business 
without buildine his community, and 
he can not build this eommunity with- 
out givine of his time and personal -ef- 
forts. There are no secrets in the 
hardware business — just as in other 


business, but there are many new 
things to find out, and these can only 
be reached by thinking, and by think- 
ing along big and broad lines. Play a 
little bit closer game of ball with your 
competitors, with your lawyers, your 
doctors and your fellow merchants. 

“Any business can grow if we think 
thoughts big enough or visualize possi- 
bilities great enough to make it so. 
Your customers are, or should be, your 
friends. You should build around your 
business a bulwark of friendship that 
can not be shaken. Do not try to hood- 
wink them, by putting on a 98-cent 
sale—they know when they are getting 
their money’s worth—nor tell them you 
are not making money on an article— 
they know you are not operating at a 
loss. Be on the square with them, that 
they may be so with you, and together 
you may build and mould a bigger 
community, to make a bigger and bet- 
ter state; that all forty-eight states 
may unite upon the same principle to 
make a bigger and better country. 

An innovation was introduced into 
the usual program arrangement. But 
one-half day session was held each of 
the three days, and on Wednesday 
night, a short business session culmi- 
nated in a social gathering, supple- 
mented by a musicale, by Bolen’s or- 
chestra from Hobart. This plan re- 
served three half days and two entire 
evenings for circulation among the ex- 
hibits. Among the speakers at the 
closing session, Thursday afternoon, 
was M. C. Hale, who at a former time, 
served the association as president for 
two years. He, too, dwelt upon the 
value of community ‘spirit in develop- 
ing a state and a country. He told of 
the gradual development of Wisconsin 
and other older states, as compared 
with the rapid strides made in Okla- 
homa during its thirty-five years of 
existence. He urged as a means of 
promulgating development at the high- 
est speed. He attributed the rapid 
growth of California to the Fruit 
Growers Association, and applied his 
argument to the value of the Hard- 
ware Men’s Association if properly 
supported; and if the officials, both 
local and vnational, receive the proper 
cooperation. 


Attendance Was 200 
at Phila. Meeting 


William Denney, William O. Dobson 
and William A. Killian were appointed 
as an auditing committee of the Retail 
Hardware Association of Philadelphia 
by President Harry D. Kaiser, held at 
the Robert Morris Hotel on Jan. 15. 
Twenty-five guests from Camden, N. J., 
were present, which swelled the attend- 
ance to 200. Employers brought their 
associates to enjoy the very instructive 
and entertaining meeting held that 
night. 

President Kaiser urged greater at- 
tention to the spirit of cooperation, 
which, he said, was very much in evi- 
dence at this particular meeting. 
Jerome C. Daneker, Baltimore, Md., 
urged cooperation instead of competi- 
tion among hardware dealers. He also 
told dealers to consider the second sale 
to every customer. 
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CURRENT NEWS 





Hibbard, Spencer & Bartlett Erect 
New Building 


Contracts have already been let for 
the steel and cement to be used in the 
construction of the new warehouse to 
be built by Hibbard, Spencer, Bartlett 
& Co., Chicago, Ill. Architects Graham, 
Anderson, Probst and White have been 
working day and night on the plans, 
and work is being rushed in order to 
effect as little delay as possible in the 
boulevarding of South Water Street. 

he new warehouse, which will cover 
65,000 square feet immediately east of 
the J. S. Kirk Co.’s soap factory, will 
be on the south side of North Water 
Street, about 250 feet east of Michigan 
avenue. It will extend through to the 
Chicago river, having a frontage of 172 
ft. on North Water Street and 198 ft. 
on the river with an east line of 423 
ft. and a west line of 335ft. It will 
adjoin the company’s present four- 
story warehouse on the west. 





The building will cost close to 
$4,000,000. It will be thirteen stories 
with basement, and will provide about 
910,000 square feet of floor space. The 
exterior on the street and river front- 
ages will be of face brick, while the 
east and west walls will be of common 
brick, with panels or some such feature 
to relieve the monotony of a plain 
brick wall. 

The company recently purchased the 
site from the Illinois Merchants Trust 
Co., trustees, for a reported $1,300,000, 
or $20 a square foot. 

The present building of Hibbard, 
Spencer, Bartlett & Company at the 
northeast corner of State and South 
Water Streets was condemned by the 
city in connection with the widening of 
South Water Street. The company 
was awarded $3,900,000 by the city for 
the land and building. 





Decatur & Hopkins Osborn 
Brush Distributors 


J. K. Norwood, New England dis- 
trict manager of the household brush 
division of the Osborn Manufacturing 
Company, Cleveland, announces the ap- 
pointment of Decatur & Hopkins Com- 
pany as authorized distributors of the 
Osborn household brushes in the Mas- 
sachusetts district. 

As authorized distributors, Decatur 
& Hopkins Company will at all times 
carry an adequate stock of all Osborn 
brushes, including assortments, in 
order that dealers may receive prompt 
service. 

In co-operation with Mr. Norwood, 
Decatur & Hopkins salesmen will work 
very closely with the hardware trade 
in the development of the market and 
in promoting the widest possible sale 
of Osborn Brushes. 

The Osborn line is distributed exclu- 
sively through retailers and is exten- 
sively advertised. 


Webster and Hubbard Buy 
Control of Sands Level 
and Tool Co. 


S. L. Webster, until recently assist- 
ant sales manager of E. C. Atkins & 
Co., Inc., Indianapolis, Ind., has re- 
signed his position with that company, 
and with John W. Hubbard, president 
of Hubbard & Co., Pittsburgh, Pa., has 
purchased the controlling interest in 
the Sands Level and Tool Co., De- 
troit, Mich. 

Roy Webster, as he is known to his 
many hardware friends, has long been 





prominent in hardware circles, as as- 
sistant sales manager of E. C. Atkins 
& Co. He has attended hardware con- 
ventions in all parts of the country. 
His training, experience and personal- 
ity fit him admirably for his new work. 

John W. Hubbard is likewise well 
known in the hardware trade as the 
president of a well-known shovel manu- 
facturing concern. 

The following will be the officers 
under the new organization: John W. 
Hubbard, president; S. L. Webster, 
vice-president and general manager; 
Frank F. Sands, secretary-treasurer ; 
George Sands, superintendent. These 
same officers will comprise the ‘director- 
ate, with one additional director, yet to 
be elected. 


Carborundum Co. to Erect 
New Building 


A new office building costing ap- 
proximately $300,000, has _ recently 
been completed by the Carborundum 
Co., Niagara Falls, N. Y. The struc- 
ture is built on a plot of land 394x217 
feet on Buffalo Avenue, near the build- 
ings of the Niagara Falls Power Com- 
pany. It is 200 feet long, 62 feet deep, 
three stories and basement, and is 
complete to every last modern office 
device; it even has a radio receiving 
station, a lecture room with a motion 
picture equipment and a cafeteria. 

The building is of face brick with 
cut stone trim. The interior is of re- 
inforced concrete, with flat plastered 
ceilings. The task of supervising and 
construction was in the hands of L. J. 
Call, construction engineer of the Car- 
borundum Company. 


| and is in charge of sales. 





Peerblow Mfg. Co. and Hunt- 
Lasher Co. Consolidate 


The Peerblow Mfg. Co. of Leetsdale, 
Pa., has recently been consolidated 
with the Hunt-Lasher Co., Inc., manu- 
facturer of alcohol torches 202 Harri- 
son Avenue, Boston, Mass. The factory 
of the Peerblow Co. at Leetsdale will, 
it is said, be continued in operation, as 
will also the factory in Boston, until 
such time as it is possible to place the 
manufacture of all the products of 
both factories under one roof. 

The Hunt-Lasher Co. is to function 
as the sales and trade division. 





Dixon Boston Office Moves 


The Joseph Dixon Crucible Company, 
Jersey City, manufacturers of graph- 
ite products, pencils, lubricants, cruci- 
bles and paint, announce the removal 
of their Boston office from 49 Federal 
Street to 80 Federal Street—the new 
Chamber of Commerce Building. 

The staff of the Boston office con- 
sists of H. A. Nealley, district repre- 
sentative, looking after lubricant and 
paint sales; Guy W. Hart and William 
EK. Haggerty, pencil sales; Charles A. 
Shaw and R. H. Brinkerhoff, crucible 
sales, and J. W. Loftus, lubricant and 
paint sales. 


L. C. Bullington, Manager 
Cincinnati Office 


L. C. Bullington, formerly assistant 
manager power department, Westing- 
house Electric & Mfg. Co., East Pitts- 
burgh, Pa., has been appointed man- 
ager of the Cincinnati district office of 
the company, succeeding James A. 
Brett, who died recently in Bermuda. 


Goetz Brass Expands 


W. H. Shire has recently become as- 
sociated with the Goetz Brass Company 
His former 
connection in the architectural field, 
together with his experience in hotel 
management is a valuable asset to 
that company, which has _ equipped 
numerous hotels with their fixtures. 

Mr. Petersen, formerly purchasing 
agent for the Larco Wrench and Manu- 
facturing Corporation, is now pur- 
chasing agent for the Goetz Brass Com- 
pany. 


New Hardware Store 


R. Samson, under the firm name of 
Samson Hardware Co., Beverly, Mass., 
last week had a formal opening of his 
new store at 277 Cabot Street. Mr. 
Samson also operates a retail hard- 
ware store on Rantoul Street, that city. 
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OF THE TRADE 


North Wayne Tool Co. Saunders Norvell Acquires Control of 
Adopts Investment Cer- 


tificate Plan McKesson & Robbins, Inc. 
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“The North Wayne Tool Co. has 
adopted the Ford plan of interesting 
its employees in the welfare of the com- 
pany by inaugurating the investment 
certificate plan similar to the one that 
Ford has in his establishments. At a 
meeting of the Board of Directors in 
Augusta, February 2 it was voted to 
allow the men to buy not to exceed 
twenty investment certificates at $100 
each and to guarantee to them that 
they should receive six per cent an- 
nually on these certificates. If the 
stockholders receive a dividend greater 
than the six per cent guaranteed to 
employes, an additional amount will be 
paid to the employees equalling to them 
as much as the stockholders receive. 
It is believed by the stockholders of 
the company that this will cause all the 
employees to feel that they are working 
for themselves and will greatly increase 
the efficiency in both plants at Oakland 
and North Wayne. It was also de- 
cided to move the Maine office from 
Hallowell, Me., to Oakland, Me., and 
Hon. Charles K. Tilden, the treasurer 
at Hallowell, will as soon as possible 
take charge of the office at Oakland.” 


John A. Davis Dead 


John A. Davis, who for thirty years 
represented the William Rogers Mfg. 
Co., of the International Silver Co. 
group, died recently at his home in La 
Porte, Ind. Mr. Davis, who was about 
60 years old, was for a number of 
years prior to his connection with the 
Rogers Mfg. Co., a buyer with Hib- 
bard, Spencer, Bartlett & Co. of Chi- 
cago. 


W.H. Nevins, Inc., Sells 


Retail Paint Business 


The retail paint business of W. H. 
Nevins, Inc., Yonkers, N. Y., has been 
sold to the Nevins Paints, Inc., a new 
company headed and founded by A. B. 
Quimby. The W. H. Nevins, Inc., has 
been in business 31 years and will con- 
tinue to distribute at wholesale paints 
and supplies. 


ooo 


Technical Glass Co. Opens 
New York Office 


B. N. Rosenthal will represent the 
Technical Glass Co., Los Angeles, Cal., 
in the territory east of Chicago. His 
headquarters will be at 148 East Fifty- 
fourth Street, New York City. 

Mr. Rosenthal is the brother of M. 
H. Rosenthal, president and treasurer 
of the Technical Glass Co., manufac- 
turer of glass door knobs. 





Saunders Norvell, Herbert D. Rob- 
bins and the following new directors 
have bought all of the holdings of the 
McKesson family in McKesson & Rob- 
bins, Inc., this purchase giving them 
the ownership of this old and well- 
known international drug, chemical 
and pharmaceutical business. 

This company was established as a 
wholesale drug house in New York in 
1833—almost 100 years ago. It was 
one of the first houses in the country 
to enter into the manufacturing of 
pharmaceuticals. This was followed 
by the development of many specialties 
in the drug line. 

The new Board of Directors of the 
company are: Saunders Norvell, chair- 
man of the board; Herbert D. Robbins, 
president; Charles J. Kiger, vice- 
president; John T. Stebe, vice-presi- 
dent; Charles Hermann, vice-president; 
Peter T. Ingram, secretary; Russell H. 
Fisher, treasurer, and John Shields, 
production director. 

It will be noted that Mr. Norvell and 
Mr. Robbins, who is the son of Mr. 
Daniel C. Robbins. one of the founders 
of the business, have made up their 
new Board of Directors of young men, 
heads of departments who have been 
with the old company for many years. 

Mr. John T. Stebe came with McKes- 
son & Robbins, Inc., as a boy and was 
placed under the manager of the Latin- 
American department. As a result of 
his industry and_ intelligence, Mr. 





Stebe became assistant manager of 
this department and, upon the retire- 
ment of the manager, became its head. 
Mr. Stebe speaks Spanish, French and 
German fluently. He has made a num- 
ber of foreign trips and is thoroughly 
posted on all the details and peculiari- 
ties of the business of the various coun- 
tries handled in his department. 

Special arrangements are made for 
advertising with distributors in all 
parts of the world but the company, 
while leaving the form of advertising 
very largely to the judgment of the 
local foreign advertiser, always insists 
that the standard trademark of the 
house be used in every advertisement. 

The changes that have taken place 
in this old, well-established business il- 
lustrate in a dramatic manner that 
there are still opportunities in business 
for conscientious, intelligent hard- 
working young men. <A number of 
large corporations have recently re- 
organized and have placed the younger 
men in the business in the most respon- 
sible positions as directors and officers. 

By March 1, 1925, the offices and en- 
tire business of McKesson & Robbins, 
Inc., will have been moved from its old 
location at 91 Fulton Street, New York 
City, to its large, modern, fireproof 
building, owned by the company, at 55 
Berry Street, Brooklyn, N. Y. Its 
post office box will be No. 865, City Hall 
Post Office, New York City, same as 
formerly. 





Allen, Texas Representative 
for E. I. du Pont de Nemours 


C. J. Allen has been appointed trade 
sales representative of the paint and 
varnish division, E. I. du Pont de 
Nemours & Company, Inc., Philadel- 
phia, in northern Texas. Mr. Allen 
succeeds E. G. Johnson who will rep- 
resent the industrial sales division in 
Texas. 


ce ee 


Elliott with du Pont 


C. D. Elliott has been added to the 
sales organization of the paint and 
varnish division, E. I. du Pont de 
Nemours & Company, Inc., Philadel- 
phia. Mr. Elliott will travel the east- 
ern North Carolina territory. 





John Ludwig Honored by 
McDougall-Butler Co. 


As a token of appreciation for thirty- 
seven years’ service, John Ludwig, sec- 
retary and treasurer McDougall-Butler 





Co., Inc., Buffalo, N. Y., paint manufac- 
turers, Was presented with a complete 
radio receiving set by the company at 
the annual banquet, Jan. 28. The ban- 
quet was part of the sales convention 
held by the organization. 


_ 


C. K. Foster Appointed 
Executive Vice-President 


C. K. Foster, vice-president and 
treasurer in charge of Western execu- 
tive offices of the American Radiator 
Co., New York City, has been appointed 
executive vice-president. Wetmore 
Hodges, secretary, has also been made 
a vice-president and the director of 
advertising. R. B. Flershem, general 
manager of sales, is to be a vice-presi- 
dent in charge of sales. Stanley V. De 
Long, general manager of manufacture, 
is to be a vice-president in charge of 
that phase of operation. A. E. Swan- 
son, assistant to the president, retains 
that position and becomes a vice-presi- 
dent. Andre Mertzanoff is now a vice- 
president in charge of planning and re- 
search. 
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National Chamber Joins in Fight 
for Price Protection Law 


Committee to Be Appointed to Work Out Plan of Procedure—Chamber’s 
Action Will Give Impetus to Campaign 


Washington, Feb. 16, 1925. 
“NHE campaign for legislation 
legalizing the maintenance of re- 
sale prices of trademarked or 
otherwise identified merchandise re- 
ceived a big impetus during the past 
week as the result of an important 
conference between the members of the 
executive committee of the American 
Fair Trade League and other prominent 
business men and the board of directors 
of the National Chamber of Commerce. 
At this meeting the Board of the Na- 
tional Chamber came out unequivocally 
for price protection legislation and 
authorized President Grant to appoint a 
committee to work in cooperation with 
the leaders in the campaign in planning 
the chamber’s activities. 

Throughout the past year there has 
been much criticism of the chamber’s 
inactivity in the price protection move- 
ment, in view of the fact that several 
years ago the officers of the chamber 
were directed by a mandate of refer- 
endum No. 13 to take all possible steps 
to secure legislation legalizing under 
proper restrictions the maintenance of 
resale prices of identified goods. So 
far as any movement on the part of the 
chamber is concerned the results of the 
referendum appear to have _ been 
ignored. 


Conference Is Arranged 


The officers of the American Fair 
Trade League recently drew the atten- 
tion of President Grant to these criti- 
cisms and suggested that the chamber 
should take action in line with the man- 
date of the referendum. In response 
President Grant invited the executive 
committee of the league and other 
well-known advocates of price protec- 
tion to come to Washington and hold a 
round table conference at which he 
promised to explain the reasons for the 
chamber’s apparent inactivity. 

At an extended conference held at 
the chamber’s headquarters in this city 
on the afternoon of the 11th instant, 
President Grant made a full statement 
of the reasons why the chamber has 
failed to carry out the instructions of 
referendum No. 13. Stated in the 
briefest possible manner, these reasons 
were: (1) The impression, which the 
leaders in the price maintenance move- 
ment know to be erroneous, that the 
court decisions in the Colgate and 
Beechnut cases pointed a way to price 
protection without legislation; (2) that 
the board of directors of the chamber 
found it impossible to agree upon any 
of the price protection bills pending in 
Congress; and (3) that the board had 
been unable to determine what consti- 





for Legislation 


By W. L. Crounse 


tuted “proper restrictions” upon the 
right of the manufacturer to maintain 
prices. - 


Board Is Heartily in Sympathy 


Because of these apparent obstacles 
in the way of carrying out the mandate 
of referendum No. 13, President Grant 
frankly acknowledged that the directors 
of the chamber had postponed action 
from time to time until it seemed to be 
a matter of doubtful propriety as to 
whether active steps should be taken at 
this late date pursuant to a referendum 
taken several years ago. He assured 
the conference, however, that the board 
of directors was heartily in sympathy 
with the price protection idea gnd would 
welcome suggestions as to what could 
be done to revive the issue in the cham- 
ber and provide a basis for the execu- 
tion of the original referendum. 

Several of the members of the execu- 
tive committee of the American Fair 
Trade League offered comments and 
suggestions with regard to the National 
Chamber’s policy. The fact was em- 
phasized that the decisions of the courts 
instead of clarifying the situation with 
respect to the right of the manufac- 
turer to maintain his prices have 
demonstrated that such right is merely 
abstract and not concrete, the decisions, 
therefore, having emphasized the im- 
portance of legislative action. 


Should Back Principle Rather than Bill 


It was suggested that the chamber 
had fallen into error in endeavoring to 
decide upon the exact form which the 
legislation should take instead of seek- 
ing legislative recognition of the price 
maintenance principle, leaving it to the 
appropriate congressional committees 
and the drafting bureau of Congress to 
frame a law. It was pointed out that 
nearly all trade associations during the 
past two or three years had refrained 
from advocating a special measure and 
had contented themselves with support- 
ing the basic principle whieh underlies 
them all. 

It was also suggested that while the 
language of the referendum respecting 
“proper restrictions” upon the right to 





maintain prices was unfortunately 
vague, the object of the members of 
the chamber in declaring for price pro- 
tection legislation by a vote of three 
and one-half to one could not be doubted 
and ought not be defeated because of 
the chamber’s inability to frame proper 
safeguards to the desired legislation, a 
task that Congress should be called 
upon to perform subject to final ap- 
proval by the advocates of the proposed 
iegislation. 
Will Appoint Committee 

After full discussion President Grant 
assured the conference that the cham- 
ber had in no way receded from the 
position reflected by referendum No. 13 
and would be glad to give careful con- 
sideration to any plan that promised a 
solution of the difficulties which the 
chamber has encountered in putting the 
price protection referendum into force. 
He very quickly acceded to the sugges- 
tion that a committee be appointed to 
confer with a like committee of the 
trade organizations favoring price pro- 
tection for the purpose of devising a 
— under which the National Cham- 

er could take an energetic part in the 
proposed legislative campaign pursuant 
either to the original referendum or a 
new one if it should be deemed desira- 
ble to abandon referendum No. 13. 

President Grant stated that the com- 
mittee would be appointed with full 
powers and with the understanding that 
it would labor diligently in the effort to 
find an adequate method of expressing 
in the proper guarters the overwhelm- 
ing sentiment of the National Chamber 
in favor of the principle of price pro- 
tection. 

President Grant’s statement was re- 
ceived with great satisfaction by 
the visiting delegates and the meet- 
ing adjourned with many _ expres- 
sions of gratification over the outcome. 
The best of feeling was manifested and 
the delegates left the chamber’s head- 
quarters feeling that the price protec- 
tion campaign would soon reflect the en- 
ergetic work and the powerful collabo- 
ration of the leading business organi- 
zation of the country. 





Standard Hardware Moves 


Standard Hardware Co., Elyria, Ohio, 
recently moved to a new location, 
where several departments were added 
for the convenience of the company’s 
many customers. A special standard 
store news edition of the Elyria Chron- 
icle Telegram was issued at the time 
the move was made. 





A. A. Frank Dead 


Arthur A. Frank, vice-president and 
factory manager of the Federal Rubber 
Co., Cudahy, Wis., died Jan. 30, as a 
result of injuries received when he fell 
from the roof of a new factory building, 
which he was inspecting. 

Mr. Frank has been connected with 
the rubber industry for 18 years. 
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No Crime to Guarantee Against 
Price Decline 


Washington Office of HARDWARE AGE. 


HE Federal Trade Commission 

during the past week rendered an 

epoch-making decision dismissing 
complaints against three well-known 
soap manufacturing concerns “for the 
reason that the practice of guarantee- 
ing the price of a commodity against 
decline is not and of itself an unfair 
method of competition within the intent 
and meaning of the Federal Trade 
Commission Act.” Commissioners 
Nugent and Thompson as a minority 
of the Commission dissent from the 
dismissal orders, Mr. Thompson set- 
ting forth his views at some length in 
a supplemental memorandum. 

During the past few years the Com- 
mission has attacked the practice of 
manufacturers and jobbers in guar- 
anteeing their retail customers against 
price declines. At the beginning of 
this campaign the Commission sought 
to develop a policy with respect to 
these practices by holding a so-called 
Trade Practice Submittal, which was 
attended by the representatives of 
many important industries but which 
failed to clarify the situation. 

After listening to the opposing views 
of many manufacturers and merchants 
the Commission decided that it would 
consider each case of complaint of this 
character “upon the facts shown in the 
specific case, applying the legal tests 
thereto.” This decision was generally 





regarded as a harmless straddle on 
the part of the Commission and the 
business men of the country have been 
waiting with interest the adjudication 
of a complaint that would develop the 
Commission’s policy and position upon 
the concrete question as to whether the 
practice of guaranteeing the price of a 
commodity against decline is really an 
act of unfair competition within the 
meaning of the statute. 

The dismissal of the complaints 
against the soap manufacturers may 
be taken as conclusive of the entire 
controversy so far as the Commission 
as now organized is concerned. It 
must be borne in mind, however, that 
this decision has been reached by a vote 
of three to two and that a change in 
the make-up of the Commission or in 
the opinion of a single one of its ma- 
jority members may bring about a 
reversal. 

It is significant that Messrs. Van 
Fleet and Gaskill, the two progressive 
members of the Commission, who have 
shown a strong disposition to make the 
Commission a real service to the busi- 
ness community instead of merely a 
source of constant annoyance and 
irritation, are among those voting to 
dismiss the complaint in these cases. 
It is the first time the progressive 
element in the Commission has been 
able to poll a majority vote which 
augurs well for the future. 








New Belting and Supply 
House Opens in San 
Francisco 


A new belting and supply house 
known as the Industrial Belting & Sup- 
ply Co., a been opened at 364 Sixth 

treet, San Francisco, Cal. R. E. 
Steele, president and manager of the 
company, was for several years man- 
ager of the Pacific Mill & Mine Supply 
Co., Inc., of San Francisco. Associated 
with him are T. A. Williams and Homer 
W. McCann. 

The Industrial Belting & Supply Co. 
will carry a complete stock of Ladew 
leather belt, the Mechanical Rubber 
Co.’s full line of rubber oem, and it 
has also taken over the Main Belting 
Co.’s stock of “Anaconda” and “Levia- 
than” belt. In addition it will carry a 
full line of packing, hose and other 
supplies essential to industrial plants. 





Green Resumes Ownership 
. of Puritan Soap Co. 


Harry C. Green has resumed entire 
ownership and control of the Puritan 
Soap Co., Rochester, N. Y. Mr. Green 
organized the company in 1903, which 
was the result of the consolidation of 
the Moulson Soap Co., Rochester, and 
the Digman Soap Co., Buffalo. 

It was thought at one time that Buf- 
falo interests, who obtained the con- 
trolling interest last September, con- 





templated moving the business from 
Rochester to Buffalo. It is reported 
that Mr. Green’s resumption of owner- 
ship will prevent such a move. 

The company manufactures oil, 
soaps, polishes and cleaners for the 
automotive, industrial and household 
trade. Officers of the company are 
Harry C. Green, president; Adrian 
Leys, secretary, and Warren J. Haig, 
sales manager. 


Banner Paint Year 
Predicted by McNulty 


The banner year for the paint and 
varnish industry was predicted by J. 
H. McNulty, president, Pratt & Lam- 
bert, Inc., Buffalo, N. Y., at the open- 
ing of the four-day Opportunity Con- 
vention held by the sales staff at the 
Hotel Statler, Buffalo, N. Y., on Jan. 
5, 6, 7 and 8. 

J. N. Tervet, technical superintend- 
ent, Robert Ingham Clark & Co., Ltd., 
British associate of Pratt-Lambert, 
Inc., responded to the welcome extend- 
ed by the British delegates. Other 
talks were made by J. N. Welter, vice- 
president; J. B. Bouck, Jr., vice-presi- 
dent; F. W. Robinson, vice-president; 
W. R. Fuller, technical director; H. E. 
Webster, secretary, and L. M. Winslow, 
comptroller. 

Various entertainment features were 
provided during the meeting, which 
was attended by 175 sales representa- 
tives. 
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C, M. Lemperly, 
Director of Sales 


Sherwin-Williams 


C. M. Lemperly has been appointed 
director of sales development of the 
Sherwin-Williams Co., Cleveland, Ohio, 
— manufacturer. Mr. Lemperly has 
een in charge of the company’s ad- 
vertising and publicity for the past 11 
years. 

Norman A. Schuele has been ap- 
pointed advertising manager. He has 
been with the company eight years in 
the advertising department, which is 
said to be one of the largest in the 
country, employing 125 people, where 
all art, copy, printing and designing 
work is taken care of. 

This announcement comes from H. 
D. Whittlesey, vice-president. 





Estey Now Sales Mer. Priess 
Radio Corp. 


F. Clifford Estey has been appointed 
sales manager of the Priess Radio 
Corp., 693 Broadway, New York City, 
manufacturers of Reflex radio sets. Mr. 
Estey has been identified with the radio 
industry since 1911. 





Byron Elected President 
Owingsville C. of C. 


E. L. Byron, of Byron Brothers, 
Owingsville, Ky., hardware merchants, 
was elected president of the Owings- 
ville Chamber of Commerce at the an- 
nual meeting on Jan. 15, and also 
headed the organization’s good roads 
committee. His brother, A. T. Byron, 
is a member of the board of directors 
and of the projects committee. The 
latter was formerly president of the 
State Association of Hardware Men. 





George Heckel Killed 


George Heckel, 40 years of age, retail 
hardware dealer at 1057 South Twelfth 
Street, Louisville, was killed on Jan. 22, 
making the sixth victim of the year of 
automobile accidents in the city. Mr. 
Heckel was driving a light truck, which 
skidded and struck .the front of a 
Twelfth Street car coming in the oppo- 
site direction, his tires having appar- 
ently hung in the wet rails. A com- 
panion was injured, but not seriously. 
The accident occurred within a block 
of his store. A wife, four sons and two 
daughters survive. 





H. W. McNamara Dies 


H. W. McNamara, St. Louis district 
sales manager, Remington Arms Co., 
Inc., New York City, died recently at 
the age of 47 years. Death occurred 
on the operating table of a St. Louis 
hospital, where Mr. McNamara went 
to have a tumor removed from the 
brain. His home was in Janesville, Mo., 
where he is survived by a wife and 
daughter. He will be buried in his 
home town. 

Mr. McNamara had been with Rem- 
ington five years. He was formerly a 
hardware merchant. 
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Increase in Hardware Sales ee 


—Collections Improving 


I 


EPORTS from various sections of the country indi- 
cate a continued improvement in the sale of wholesale 


hardware, affecting both the staple and the seasonal lines 
This improvement has taken place in the face of adverse 
weather conditions, particularly in the outlying sections. 

Reports from the various market centers disclose a 
strong tendency toward optimism regarding the outlook 


for the spring business. 


In the agricultural sections 


money seems to be plentiful, as is indicated by the fact 

that collections are generally reported as being good. 
Prices are firm on practically all lines, and where there 

is any departure from prevailing levels it is generally 


in an upward direction. 


During the past week, for ex- 


ample, advances were reported on numerous items. 


Higher Prices in New En- 
gland on Wire Goods 


Practically all kinds of wire goods 
have been advanced in the New En- 
gland hardware market, as a result of 
new prices recently issued by the man- 
ufacturers. Barbed wire has gone up 
$2 a ton, and nails, common staples 
and poultry wire staples 10c. a keg. 
Fencing also costs more. Loaded shell 
prices are lower, say manufacturers, 
but jobbing prices remain as hereto- 
fore. Jobbers have made a belated ad- 
vance in galvanized pails and tubs. 


Northwest Sales Ahead of 


Last Year 


The past week was an eventful one 
in the Twin City markets, embracing 
as it did the Twin City Market Week, 
the Northwest Automotive Exposition, 
and numerous conventions. Many of 
the merchants in the Northwest took 
the occasion to make their final pur- 
chases of spring merchandise. The 
wholesale houses report sales as be- 
ing far ahead of the corresponding 
week of the year before. Twin City 
Market Week is a custom well estab- 
lished, and the jobbing houses and re- 
tailers find it a paying investment. 


Weather Hampers Pittsburgh 
Market 


While Pittsburgh hardware jobbers 
are doing a good business in futures, 
current business is cut down to rather 
slim proportions by the fact that road 
conditions are unfavorable to business 








in the rural sections, and there is also 
a tendency to ascribe the dullness to 
the fact that there have been so many 
conventions in the past fortnight in ad- 
jacent territories. The conventions of 
the West Virginia, Ohio and Buffalo 
associations all followed closely on one 
another and this week will draw a great 
many retailers from this district to the 
convention of the Pennsylvania and 
Atlantic Seaboard Association at Phil- 
adelphia. The recent advance in nails 
and wire by manufacturers have: not 
yet found reflection in jobbers’ prices, 
most jobbers continuing the old prices 
for the present. New prices on axes 
have appeared in the past week and ex- 
cept for an increase of 10c a dozen in 
the weight differentials on unhandled 
axes and of 50c a dozen in handled 
axes, this because of the recent ad- 
vance in axe handles, former prices 
hold. Wire clothesline and fence have 
been advanced 5 per cent. These con- 
stitute the only important price 
changes. Collections still are de- 
scribed as fair. 


Price Advances in New York 


Market 


_ A notable improvement in hardware 
sales is generally reported by whole- 
salers in the metropolitan area, affect- 
ing both staple and seasonal lines. 


During the week a number of ad- 


vances were reported affecting staple 


lines. 





These include an advance of 7¥ 
per cent in the manufacturers’ price of 
heavy hammers. Some items of build- 
hardware have also advanced 10 


ers’ 
per cent. An increase is also reported 
on tacks, affecting the entire lines. 


Manufacturers have advanced the price 
of wire nails 10c. per keg. It is also 
persistently rumored in jobbing circles 
that an advance in axes is imminent. 








Increase in Value of Manu- 
factured Products, Govern- 
ment Census Shows 


The Department of Commerce an- 
nounces that according to a summariza- 


tion of the data collected at the bien- 


nial census of manufactures, 1923, the 
value of products (at factory prices) 
of manufacturing establishments in 
the United States in that year aggre- 
gated $60,481,135,000. This aggregate 
represents an increase of 38.5 per cent 
as compared with $43,653,283,000 in 
1921, but is 2.5 per cent below the cor- 
responding total for 1919, $62,041,- 
Despite the slight decrease in the 
aggregate value of manufactured prod- 
ucts between 1919 and 1923, the actual 
output of manufacturing industries, 
measured in quantities, not values, 
showed a considerable increase, which 
has been estimated at 19 per cent. (See 
Survey of Current Business, November, 
1924, page 34.) 

The average number of wage earners 
employed during 1923, 8,763,233, ex- 
ceeded by 26.2 per cent the number re- 
ported for 1921, 6,946,570, but was 2.6 
per cent less than the 1919 total, 9,000,- 
059. The total wage payments in 1923, 
$10,985,895,000, shows increases of 34 
per cent as compared with $8,200,324,- 
000 in 1921 and of 5 per cent as against 
$10,461,787,000 in 1919. 





Increase in Tire Sales 


The sales of The India Tire & Rubber 
Company, at Akron, Ohio, in 1924 in- 
creased more than 54 per cent over the 
previous year, according to Paul C. 
Searles, secretary and treasurer of the 
company. The 1924 sales were $3,021,- 
767.39. 

Reserve and surplus increased $326,- 
882.90 after preferred dividends and 
6% per cent was paid on common 
stock. 

Mr. Searles says prospects for this 
year are unusually good. With the ad- 
dition to the plant now nearing comple- 
tion the company will be in a position 
to manufacture between 1500 and 1800 
tires a day. This production has been 
practically all contracted for the next 
twelve months, Mr. Searles says. 


Distribution Continues on a 
Satisfactory Basis in Chicago 


A review of the price changes for the 
week shows that present prices are 
being well maintained. While the 
mills have increased prices $2 per ton 
on steel sheets, plain wire, barb wire, 
wire fencing, and wire nails, local job- 
bers have not as yet disturbed their 
prices, which are expected to hold at 
the present level until at least March 1. 
There has been a reduction made in the 
list price of radio tubes of $1, making 
them $3 each instead of $4. 

Prices on all other staples remain un- 
changed. 
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_ Current Business More Quiet in Pacific 
Coast Hardware Markets 


(San Francisco office of HARDWAGE AGE) 
Feb. 11 


URRENT business in the Pacific 
markets is somewhat more quiet than it was a couple 
Retailers have apparently placed 
most of their orders for futures and for their immediate 
requirements, and are now waiting for a stronger buying 
movement on the part of the retail customer. Los Angeles 
and San Francisco jobbers, however, have experienced a 
fairly large volume of replacement business since the first 
of the year, and the present buying lull is looked upon as 
merely temporary. More interest is expected to develop 


of weeks ago. 


after the first of March. - 


Collections, for the most part, are fairly satisfactory 
for both jobbers and retailers, although in some parts of 
the West conditions are referred to as spotty. 


AXES.—Sales at present are quiet, | 
prices are firm and the amount of stock | 


on hand 
parently ample for all immediate re- 


quirements. 


Jobbers’ quotations, f.o.b. San 
Francisco: First grade, single bitted, 
handled axes, $21 to $25.75 per doz.; 
same, unhandled, $18.25 per doz.; first 
grade, double bitted, handled, $31.50 
per doz.; same, unhandled, $23.50 per 
doz. 


immediate requirements. Prices ~ are 
firm and stocks in fair condition. 


Jobbers’ quotations, ff.o.b. San 
Francisco: Columbia No. 6, case lots, 
$34.90 per 100; less than case lots, 
$40 to $40.90 per 100. Hot Shot, No. 
1461, $1.97 each; No. 1662, $2.80 each; 
No. 1562, $2.36 each. 


BOLTS AND RIVETS.—Prices are un- 
changed. The current demand is for 
small lots. Stocks are in good shape. 


Jobbers’ f.o.b. San 
Francisco: Machine bolts, large, cut 
threads, 40 per cent; same, broken 
packages, 25 per cent. Machine 
bolts, small rolled threads, 40 per 
cent; broken packages, 30 per cent. 
Carriage bolts, large cut threads, 30 
per cent; broken packages, 15 per 
cent. Carriage bolts, small, cut 
threads. 33%, per cent; broken pack- 
ages, 20 per cent. Stove bolts, all 
sizes, 70-10 per cent. Small rivets, 
steel, 60 per cent; copper, 40-5 per 
cent. 

ELECTRICAL APPLIANCES.—Inter- 
est is not active at present, although 
fill-in orders continue. Prices are firm 
and stocks well assorted. 


quotations, 


Jobbers’ quotations, f.o.b. San 
Francisco: Universal toasters, per- 
colators, urn sets, irons, ete., 25-10 
per cent. Hot Point, same, 30 per 
cent. 


HANDLES.—tThere is a fairly consis- 
tent interest being shown handles of 
all kinds. Prices are steady and stocks 
in good condition. 

Jobbers’ quotations, f.o.b. San 
Francisco: Axe handles, No. 1, hick- 
ory, $7.50 per doz.: No, 2, $6.25 per 
doz. Hammer handles, 14 in., $1.60 


in jobbers’ warehouses ap-_ 





Coast hardware 


to $1.85 per doz. Hatchet handles, 
same. Hay fork handles, 5 ft., $5.75 
to $6 per doz.; Manure fork handles, 
4% ft., $6.25 to $6.75 per doz.; Gar- 


den hoe handles, 4% ft., $4 to $4.75 
per doz.; garden rake handles, 5% ft., 
$5.25 to $6.75 per doz. Long shovel 


handles, $5 to $6.75 per doz. 


LINSEED OIL.—Since the last report 
prices are stronger, and the demand is 
somewhat better. Stocks are ample. 
Out of town retailers are showing bet- 


fs | ter interest. 
BATTERIES.—Demands are limited to | 








Jobbers’ quotations to retailers 
f.o.b. San Francisco: Linseed oil, raw, 
$1.32 per gal. Boiled linseed oil, 
$1.34 per gal. 

TURPENTINE.—Retailers are show- 
ing more interest in both turps and 
resin. San Francisco jobbers are quot- 
ing turpentine at $1 per gal. and resin 
in bulk is 4c. per lb. 


NAILS AND WIRE. — No price 
changes have been made effective, al- 
though there is still a good deal of talk 
about higher quotations. Stocks are in 
fair condition and current interest is 
confined to small lots. 


Jobbers’ quotations, f.o.b. San 
Francisco: Wire nails, $4 base, per 
keg; cut nails, $5.35 base, per keg; 
cement coated nails, $3.25 base, per 
keg; roofing nails, $12.90 base, per 
keg. No. 9 galvanized wire, $4.30 per 


100 Ib.; same annealed, $4.25 per 100 
lb.; miscellaneous nails and brads, 70 


per cent; barbed wire, $4.70 per 100 

lb.: cattle wire, $4.80 per 100 Ib.; 

hog wire, $4.10 per 100 Ib. 
ROPE.—Little is being done in this 


section at present, although in other 
parts of the State there is fair activity. 
Prices are steady. 

f.o.b. San 


standard 
No 2 


Jobbers’ quotations, 
Francisco: No. 1, Manila, 
brands, 23c., base, per Ib.; 
Manila, standard brands, 22c. base, 
per lb.; hardware grade, 2lc., base, 
per lb.; No. 1 sisal, standard brands, 
23c. base, per Ilb.; No. 2 sisal, 16c. 


RUBBER HOSE.—Advance orders this 


year have been substantial. Prices are 
firm and stocks in good shape. 











No price changes of any moment have been put into 
effect by local jobbers, although some minor house changes 
have been made in several individual cases. 


The rainfall in Northern California this season has been 
fairly heavy, and the prospects for good crops and ample 
water for irrigation are considered particularly favorable, 
which will result in benefits to all business, and especially 
the hardware trade which supplies the rancher with a 
large part of his requirements. 
large extent in Southern California, where a marked busi- 
ness expansion is under way. 
indications point to steady improvement in general busi- 
ness conditions, and hardware jobbers and retailers are 
looking forward with confidence to the future. 


The same is true to a 


In the Pacific Northwest 


Jobbers’ quotations, f.o.b. San 
Francisco, No. 1, 15%c. per ft.; No. 
2, 1414c. per ft.; No. 3, 11%c. per ft.; 
% in., smooth rubber hose ranges 
from 9% to 10\4c. per ft. 


SCREWS.—More interest is develop- 


| ing, but the market is not particularly 


active at present. Jobbers’ stocks are 
ample and prices are firm. 


Jobbers’ quotations, f.o.b. San 
Francisco: Machine screws, flat head, 
steel, No. 2 and 3, 50 per cent; Nos. 4 
to 24, 60-10 per cent. Machine 
screws, round head steel, No. 2 and 
3, 50 per cent; Nos. 4 to 24, 60-10 per 
cent. Machine screws, both flat and 
round head brass, Nos. 2 and 3, 45 
per cent; Nos. 4 to 24, 55 per cent. 

Wood screws, flat head, steel, 75 
per cent; round head steel, 72% per 
cent; flat head, brass, 67% per cent; 
round head, brass, 65 per cent; round 
head blued, 72% per cent; round head, 
nickel plated, per cent; galva- 
nized iron, 35 per cent. 


STEEL SHEETS. — Although mill 
prices have been advanced, local job- 
bers have not as yet made any price 


cL 
f 
vi“ 


alterations. Stocks are ample and the 
current demand more or less_ spas- 
modic. 

Jobbers’ quotations, f.o.b. San 


Francisco: No. 16, blue annealed 
sheets, $4.40 per 100 Ilb.; No. 26, black 
sheets, $5.15 per 100; No. 26, gal- 
vanized sheets, $5.95 per 100 lb. Soft 
steel bars are $3.15 base. 


WIRE CLOTH AND POULTRY NET- 
TING.—Sales have been substantial, 
and there is still a good demand, al- 
though it has fallen off somewhat dur- 
ing the past couple of weeks. Prices 
are firm and the supply is in fairly 
good condition. 


Jobbers’ quotations, f.o.b. San 
Francisco: Black wire cloth, 12 mesh, 
$2.40 per 100 sq. ft.; 14 mesh, $3.40 
per 100 sq. ft. Galvanized, 12 mesh, 
$5 per 100 sq. ft.; 14 mesh, $3.20 to 
$3.70 per 100 sq. ft. Copper, 12 mesh, 
$8.50 per 100 sq. ft.; 14 mesh, $7.50 
per 100 sq. ft.; 50 ft. rolls 10c. addi- 
tional. Poultry netting, 40-10-5 per 
cent before galv., 40-5 per cent, galv, 
after weaving. 
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HARDWARE AGE 


February 19, 1925 


Light But Consistent Business in New England 
—Marked Improvement Expected in March 


(Boston office of HARDWARE AGE) 

ROADLY speaking, the movement of hardware out 
B of New England retail and wholesale stocks con- 

tinues light. Business always is quiet in February, 
however, consequently the trade is not disturbed over 
conditions, and has every confidence that things will 
begin to improve with the advent of March. There are 
exceptions to every rule, it is said. And there are excep- 
tions to the general quietness, notably in builders’ hard- 
ware and poultry supplies, which are really in active de- 
mand. The activity of builders’ hardware is all the more 
noteworthy in view of the fact that expenditures for new 
building permitted in January fell off heavily from the 
December total, and also showed a notable decrease from 
January a year ago. Here in New England the decrease 
as compared with December aggregated 29.3 per cent, and 


as compared with January, last, to 10 per cent. The cur- 
rent activity in builders’ hardware therefore is attributed 
to the large amount of home and ap&rtment house con- 
struction going on. 

Bankers are still optimistic regarding the future. New 
England has not experienced any noticeable comeback in 
business since the national election. In fact, business in 
this territory has gone back, in the light of retail distri- 
bution. But there are certain fundamentals that clearly 
point to better times ahead, say the bankers, and with the 
winter months past an improvement should begin to make 
itself felt. Shelf hardware jobbers as a rule are carrying 
substantial stocks, but the average retail stock is not ex- 
cessive. There is the same tendency among retail hard- 
ware dealers that has existed for some time, to let the 
wholesale house carry the bag. 





AIR RIFLES.—Jobbers are taking or- 
ders for air rifles for spring delivery. 
Business has not assumed sizable pro- 
portions, however. 

We quote from Boston 
stocks: 

Air Rifles.—King line, single shot, 
No. 21, $12 per doz. net; new model, 
500 shot, $14. Daisy line, single shot, 
No. 12, $12 per doz. net; 350 shot, 
$16; 1,000 shot, $24; pump gun, $40; 
lever action, 500 shot, No. 30, $20; 
military model, No. 40, $40; Hamilton 
guns, $2.30 and $2.65 each. 


BARBED WIRE.—Following a revision 
in prices by the mills, local jobbers 
have advanced barbed wire $2 a ton. 
New prices follow: 


We quote from 
stocks: 

Barbed Wire.—From mill, 4-point, 
Lyman, in car lots, $3.70 per 100 Ib.; 
in less than car lots, $3.95. Two-ply 
twisted, galvanized, in car lots, $3.70 
per 100 Ib.; in less than car lots, 
$3.95. From stock galvanized two- 
ply twisted, 80-rod reels, $3.77 per 
reel: galvanized Waukegan, 4-point, 
80-rod reels, $4.38 per reel. 


BASEBALL GOODS.—To date jobbers 
have booked quite a lot of baseball 
goods business for delivery later in the 
season. At the moment, however, or- 
ders are coming in slowly. Buying by 
those retail dealers already covered, 
suggests that their stocks are small. 


jobbers’ 


Boston jobbers’ 


We quote from Boston jobbers’ 
stocks: 

Fielders’ Gloves.——-No. 501, $4.50 per 
doz. net; No. 507C, $8.40; No. dt", 
$10.75: No. 511, $16; No. 514, $18; No. 
522, $22; other styles priced up to 
$54. 

Catchers’ Mitts.—No. 569, $10 per 
doz. net: No. 574R, $ > No. 5878T. 
$24; No. 577, $28 - No. DSR, $54: No. 
592. $72. 

Baseman Mitts.--No. 605, $16 per 
doz. net; No. 608, $27; No. 625W, $410. 

Masks.—Boys’ No. 25M, $4.50 per 
doz. net; Youth’s, No. SIM, $19; 
Men’s, No. 41M, $42. 

Bats.—Crack-A-Jack, $2 per doz., 
net: Junior League, $3.60; King of 
Field, $7.20: burnt oil finish, $10.80; 
Bing-Go, $12; youth’s assorted slug- 
gers, $7.20: Louisville Slugger, Jr., 
$5.40: Louisville Sluggers (regular), 
$16.20, 

Baseballs.—Per dozen net, Dandy. 
Tac Boys’ Favorite, $1.50; Young 
America, $2; | Junior League Special, 
$2 - Junior Le ague, $3.7 75; Boys’ 





| quotations is 


League, $4; Dollar Lively, $6; Pro- 
fessional League, $8; Hardwood 
National League, 


League, $12.50 

$14.50. 
CARPET BEATERS.—tThe retail trade 
in general has not displayed much in- 
terest in carpet beaters so far this 
year. Sales, say jobbers, are confined 
to a few small lots each week. 


We 
stocks: 


Carpet Beaters.—No. 11, tin, $2 per 
doz. net; No. 12, $1.50. 
CLIPPERS.—There is a good, although 
not heavy buying movement of toilet 
clippers right along, according to job- 
bers. Retail interest in horse and sheep 
shearers is on the increase. 


We quote from 
stocks: 

Clippers. — Toilet, 
00, $1.30 each net; 


quote from Boston jobbers’ 


Boston jobbers’ 


Mayflower, No. 
Plymouth No. 1, 


95c.; No. 0, $1.15; No. 00, $1.25. 
Success, No. 0, $1. 50: No. 00, $1.65. 
Brown & Sharpe, all kinds carried 


by local jobbers, $4.50 list; discount 
25 and 15 per cent. 

Horse Clippers.—No. 169, $2.65 each 
net; No. 179, $1.40. Horse clipping 
machines, No. 1, ball bearing, $14 
each list; discount 33% per cent. 

Sheep Shearing Machines. sall 
bearing, No. 9, $24 each list; discount 
334% per cent. 


DRYERS.—Business in clothes dryers 
is confined to a small sale here and 
there. Of recent years this item has 
been growing less and less important, 
report jobbers. 


We quote from Boston jobbers’ 
stocks: 
Clothes Dryers.—Four line, $5.50 
each net; five-line, $6. 

FENCING. Manufacturers of the 





Keystone line of fencing have notified 
jobbers of an advance in prices, but 
prices as quoted in this market have 
not changed. A marking up in jobbing 
a foregone conclusion, 


| however. 


GALVANIZED 


local 





shelf hardware houses have advanced 


prices on galvanized pails and tubs, to 
conform with new lists issued some 


weeks back by the manufacturers. The 


higher producers’ lists are based on in- 
creased manufacturing costs. 





We 
stocks: 


Coal Hods.—15-in., $3.64 a doz. net; 
16-in., $5.12; 17-in., $5.50; 18-in., $6. 


Ash Cans.— National Enameliag 
and Stamping line, No. 190; $4.20 
each net; No. 171, $3.50; No. 181, 
$3.88. Other makes, No. 1700, $28 a 
doz. net; No. 1800, ‘ 

Pails.—8-qt., $2.59 per doz. net; 
10-qt., $2.93; 12-qt., $3.22; 14-qt., $3.61; 
12-qt., round bottom, $4.77; heavy, 
12-qt., $5.52; 14-qt., 40-lb. to the doz., 
$6.30; 14-qt., 50-lb. to the doz., $6.96. 


Tubs. — a $15.50 per doz. net; 
No. 300, $17 


Garbage ~-ae line, No. 4, 
$1; No. 2, $1.40; No. 1, $1.68. 


Watering Pots.—4-qt., $6.25 per 
doz, net; 6-qt., $7; 8-qt., $8; 10-qt., 
$9.40; 12-qt., $10.80, and 15-qt., $13. 

GARDEN TOOLS.—Encouraged by the 
the unseasonable warm weather, job- 
bers have been shipping out garden 
tools ordered by the retail trade some 
time ago. Shipments at this season 
are unusually early. The so-called up- 
country retail trade is placing garden 
tool business in this market. 


GUNS AND AMMUNITION.—Manuv- 
facturers of loaded shells have advised 
jobbers of a reduction in prices, but the 
latter have not adjusted their lists as 
yet. 


LAWN ACCESSORIES.—All kinds of 
lawn accessories are selling for later 
delivery. Bookings, according to job- 
bers, are well in excess of those to the 
corresponding late last year, and the 
1925 season gives promise of being one 
of the best on record. 


quote from Boston jobbers’ 


We quote from Boston jobbers’ 
stocks: 

Lawn Mowers. — Regal, Ii6-in., $32 
each, list; 18-in., $34. Imperial, 14-in., 
$26; 16-in., $28; 18-in., $30. ee 
dor, 16-in., $21.25; 18-in., $22.75. Lake- 
wood, 16-in., $17.50; 18-in., $25. New- 
port, 16-in., $15; 18-in., $15.75. Colo- 
nial, 16-in., $16: 18-in., $16.75. Jewell, 
14-in., $12.50; 16-in., $13.25. Discount 
50 per cent. Hub, 12-in., $5 each, net; 
14-in., $5.25; 16-in., $5.50. 

Lawn Trimmers. — Popular makes 
$15 each, list. Discount, 50 per cent. 


Factory Shipments.—On direct fac- 
tory shipments up to 30c. freight on 
ten or more machines is allowed. 
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Lawn Rollers.— Water weighted, 
18-in. diameter x 24 in. long, $13.34 
each net; 24-in. diameter x 24-in. 
long, $15.34. 

Sprinkiers.—Lawn, fountain, $6 per 
doz. net; fountain, half circle, $5.50; 
rooks, $8. Rain King, $2.34 each net. 

Lawn Rakes.— Wood, three-bow, 
$8.75 per doz. net; steel, $9. Two- 
bow, wood, $6.90; steel, $7.15. Hand 
made rakes, three steel bows, 28 
teeth, $10 per doz. net. 


LATCHES.—In common with all kinds 
of builders’ hardware, latches and lock 
sets are still in excellent demand. In 
fact, the builders’ hardware depart- 
ments are among the busiest in local 
jobbing establishments. Manufacturers 
some time ago advised jobbers that 
lock sets would cost more, but no 
change in jobbing prices has_ been 
made. 


We quote from Boston jobbers’ 
stocks: 

Latches.—Rim night, Yale & Towne 
line, No. 26, 67c. each, list; No. 29X, 
$1; No. 33, $1.58; No. 42, $2.92; No. 

042, 92.08; No. 36, $1.83; No. 0343, 
$2 08; No. 44, $3.75. Discount, 20 and 
5 per cent. 

Mortised Night Latches.— No. 66, 
oe each, list; discount 20 and 5 per 
cent. 

Rim Lock.—No. 2, $2.50 each, 
discount, 20 and 5 per cent. 


MOPS.—Buying of mops for future re- 
tail requirements continues satisfac- 
tory, ‘according to reports in wholesale 
circles. Prices are reported as firm. 


list; 


We quote from Boston jobbers’ 
stocks: 

Mops.—O-Cedar line, without han- 
dles, No. 4, $12 per doz. list; No. 10, 
$18; No. 11, $18, dry duster, No. 9, 
$12; handles, $3 per doz. extra. Floor, 
No. 22, $2 each. Hand, No. 44, $6 per 
doz. Clothes No. 51, $4.20 doz. Dis- 
count, 33% per cent, 

Cotton Mops. — Eureka line, 9-lb. 
twine, $4.15 per doz.; 12-lb. twine, 


NAILS.—Jobbing prices on nails have 
been marked up 10c. a keg, as a result 
of higher mill costs. Consumption of 
nails this winter has been a little bet- 
ter than normal, and the average retail 
stock is comparatively small. For that 
reason jobbers anticipate good future 
business. 


We quote from Boston jobbers’ 
stocks: 

Nails. —Wire, from store, $4 per keg 
base; a mill, in carload lots, $3 
es keg base, in less than carloads, 

3.25, fo.b. Pittsburgh; cut nails from 
store, Western, $5.25 per keg base; 
hardened steel, direct shipments from 
mill, car lots, $3. 70, less than car lots, 

f.o.b. Pittsburgh: Tremont, in 
less than car lots, $3.9 95; hardened 
steel, $7.70 f.o.b. Wareham, Mass. 


PLIERS.—Pliers are moving out of 
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jobbers’ stocks in normal quantities, 
and indications are for continued good 
business during the early spring 
months, as least. Jobbers’ stocks are 
in good condition, and prompt deliv- 
eries are being made. 


We quote from Boston jobbers’ 
stocks: 

Pliers.—Pexto line, side cutting, 
No. 30, 6-in., $15.67 per doz. net; 7- 


in., $18.67; 8-in., $21.67; gas pliers, 

7-in., $6.07; 8-in., $6.47. Schollhorn 

line, 4144-in., $12 per doz. net; 5%-in., 

$14; 6%-in., $18; 8-in., $26. 
POULTRY SUPPLIES. — Galvanized 
poultry netting staples have been ad- 
vanced 10c. a keg in common with 
other wire products. Shipments of 
poultry supplies on old and new orders 
is highly satisfactory to jobbers. In 
fact, poultry supplies are among the 
most active items carried by the job- 
bing houses. 


We quote from Boston jobbers’ 
stocks: 
Iincubators.—Buckeye line, oil and 


gas heater, No. 1, $26.25 each net; 
No. 2, $31.15; No. 3, $40.43; No. 
$47.60; No. 5, $74.90; 505 14, $11. 55: 


No. 16, $19. 25; Loe 7 73. Queen 
line, style K, N ayy fe eer: 
$16.50 each; No. 1° 120-egg, $27.5 


No. 22, 220-egg, $36. 15: No. 1, Bae 
$27.50; No. 2, 135-egg, $37. 50: No. 3, 
180- -e£E, $44.50; No. 4, 275-egg, $57.75; 
No. 5, 400-egg, $68; No. 25, 600-egg, 
$103; No. 35, 800-egg, $132; No, 45, 
1000-egg, $157. Discount, 30 per cent. 
Brooders.—Buckeye line coal No. 
18, $15.05 o- net; No. 19, $18.55; 
oil burner $8.28: No. 21, 
$10.85; No. 22° $13. 30; No. 25, coal 
burner, $21; No. OTA, oil burner, 
$12.25; No. 28A, $14; No. 29A, $15.75; 
Queen line, No. 1, 600-chick capacity, 
$21.50 each; No. 2, 1200-chick capac- 
ity, $26.50. Discount, 30 per cent. 
Fencing.—Blue Ribbon, in 10-rod 
rolls, 17-gage, No. 1424, $3.30 per roll 
net; No. 1736, $4.20; No. 2048, $4.95; 
No. 2360, $5. 85; No. 2676, $6.70. ‘Square 
Deal, 1414- -gage, No. 1548, $5 per roll 
net; No. 1760, $5.80; 15%- -gage, No. 
a $4.40; No. 1948, $5.30; No. 2260, 


Staples. — Galvanized, from _ stock 
$6.85 per keg. From mill, in car lots, 
tat per keg, in less than car lots, 


SCREW DRIVERS.—The market for 
all kinds and makes of screw drivers 
is moving along in a normal manner. 
Prices have not changed in consider- 
ably more than a year, and there is 
nothing that indicates they will. 


We quote from Boston jobbers’ 
stocks: 

Screw Drivers.—Stanley Hurwood, 
No. 20, 2%-in., $2.40 p doz. net; 
3-in., $2.75; 4-in., $3.17; 5-in., $3.72: 
6-in., $4.49; 8-in., $5.52; 10-in., $6.90; 
12-in., $8.20. No. 177, 2-in., $ per 
doz. net; 3-in., $2.37; -in., $2.57; 
5-in., $2.86; 6-in., $3.22; 8-in., $4.29. 
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SINKS.—There is a good steady call 
for enameled sinks. Iron sinks are 
comparatively quiet, but probably will 
move more freely before long as job- 
bers are beginning to round up orders. 


We quote from Boston jobbers’ 
stocks: 

Sinks.—Enameled, 18 x 30-in., $5.25 
each net; 18 x 36-in., $7.75; 20 x 36- 
in., $8.50; 22 x 42-in., $13.25. Common 
iron, 2%-ft., $4 each net; 3-ft., $4.60; 
34-ft., $5.75. 


SPRAYS.—A considerable amount of 
forward spray business has _ been 
booked by the jobbing houses here. 
Sales so far have run along on about a 
par with those of last year. That 
business does not increase is due to the 
fact that many farmers each year get 
their supply of sprays from the State, 
according to jobbers. 


We quote from Boston 
stocks: 

Pyrox.—One lb. jars, 24 to crate, 
$7.32; 5-lb. crocks, 12 to crate, $15; 
10-lb. crocks, 6 to crate, $13.50; 25-Ib. 
containers, 4 to crate, $20.50; 50-Ib. 
kegs, $8.75; 100-lb. kegs, $13.75; 300- 
lb. kegs, $39.75. In less than case lots, 
l-lb. jars, 32c.; 5-lb. crocks, $1.30; 10- 
rg —_— $3. 35; 25-Ib. containers, 


Arsenate of Lead.—In case lots, in 
paste form, 1-lb. cans, 24 to the case, 
23c. a 1b.4 2-1b. cans, 25 to case, 22c.; 
5-lb. cans, 12 to case, 20c.; 10-Ib. 
cans, 6 to case, 18c.; 25-lb. cans, 4 
to case, 16c.; 50-lb. cans, 15c.; 100-Ib. 
cans, 14c. In dry form, in 1-lb. 
packages, 24 to case, 33'%c. per Ib.; 
5-lb., 12 to case, 2916c.; 10-lb., 6 to 
case, 27%%c.; 100- Ib., 24%c. 

Dry Lime Sulphur.—In 1-Ib. pack- 
Shee 20%c. 2 Ib.; 5-lb., RY Cc. 10- . 

; b. C.> 


rum ms, 

ist 100- Ib, 100 

Lime Sulphur Wash.—Quart con- 
tainers, 3lc. each net; gallons, 59c. 

Carbola.—In 5-lb. packages, $6 per 
doz, packages; in 10-lb. packages, 
$10; in 50-lb. bags, “. tg per bag; in 
200-lb. bags, 6c. per Ib. 


SWEEPERS.—With spring house 
cleaning a comparatively short time 
away, jobbers are beginning to secure 
orders for sweepers from retail deal- 
ers. The buying is by no means active, 
however. 


We quote from Boston jobbers’ 
stocks: 

Carpet Sweepers.—Grand Rapids, 
japanned, $44 per doz., net; nickeled, 


jobbers’ 


$48; Standard, japanned, $36; Uni- 
versal,” cyco bearings, $42; nickeled, 
$46; American Queen, ball bearing, 


$54; Parlor Queen, $56. Toy sweepers, 
dozen lots, Daisy, $2.10; Queen, $3.50; 
Jewel, 

Vacuum Sweepers.—Universal, No. 
F720, $35 each; in lots ae three, $33; 
in lots of twelve, $31.5 No. E7201, 
with attachments, 341. co. eels: in lots 
oe three, $39.50; in lots of twelve, 








Efficiency 


The writer happened to be on a slow boat out on the Atlantic when the airship 


S the wri weeks ago the giant ZR-3 flew from Friedrichshafen to New York. 


passed over us. 


The boat carried a cargo. 


back and forth across the ocean. 


It carries grain, ore, clothing, from one end of the world to the other. 


Time and again it has slowly but surely plied its way 


It does 


its work quietly. It docks when it is expected to dock, and nobody hears much about it. 
The Zeppelin makes a whale of a racket and its propellers are way out in the 
open where everyone can see them. 
It is picturesque, unusual, opening up a new era of travel. 
It takes both the airship and the boat to make the world go round, but remember 
that just at present the boats carry the cargo. 


The papers are full of the Zeppelins. 


when they don’t arrive-—From the T Square. 


The only time you hear about the boats is 





= 
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HARDWARE AGE 


February 19, 1925 


Business Satisfactory in Northwest Markets— 


Collections Indicate That Money Is Plentiful 


(Minneapolis office of HARDWARE AGE) 
7 HILE some of the retail stores in the largest 
W cities have not received as much of an increase 
in the amount of trade as they had expected during 
January and the first part of this month, there has been 
on the average a very substantial increase in the amount 
of business being done in the larger cities. 
is more marked in the smaller cities and the towns closer 
The effect of the excellent 
crops of last year has already been felt there, and the 
same speeding up of trade in the larger centers can be 
expected with the opening of spring activities. 

A number of fair sized building projects have already 
been announced for the Twin Cities for this spring, and 
the prospects for a large number of the middle class and 
smaller homes to be built during the year are very good. 
This work, taken with other activities, points to a year 
of business which will be much better than any of recent 


to the farming communities. 


times. 


The Twin City Market Week, the Northwest Automobile 
Show, and a number of conventions of various kinds dur- 
ing the same week brought a large number of merchants 


ASH SIFTERS.—tThere is still some 
interest in this line, but the heavy 
sales season has passed. Stocks are 
being diminished, and prices show no 
changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Square wood ash 
sifters at $2, round metallic at $4 


and wood barrel at $6 per doz. 


AXES.—Sales have been very good in 
axes this winter with the heavy de- 
mand for firewood, and the runs in 
lumber cutting in the timber country. 
Stocks have been kept at a high mark, 
and prices are steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single bit axes, 
base weights, $14; double bit axes, 
base weights, $19. 


BATTERIES.—Sales are still running 
strong, with stocks somewhat broken, 
due to the heavy demand. Prices show 
no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 6. ignition 
type dry cells, case lots, 29c. each: 
Radio ‘“‘B”’ batteries, unit package 
quantities, No. 766, $1.30 each: No. 
764, $1.14 each; No. 767, $2.44 each; 
No. 772, $2.44 each; No. 770, $3.09 
each; ‘‘C”’ batteries, No. 771, 39c. 
each. 


BOLTS.—Orders are fairly heavy for 
bolts at the present time, shipments 
going out to the retail trade. Stocks 
are in good condition, and prices un- 


changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Carriage bolts at 
o0 per cent, machine bolts at 50-10 
per cent, stove bolts at 75 per cent 
and lag screws at 60 per cent from 


standard lists. 


BRADS.—Stocks are well filled with 
the expectation of good business at the 
opening of the building season. Prices 
show no changes. 





We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wire brads in 25- 
Ib. boxes, 70-10 per cent. 

CHURNS. — Retailers are ordering 





The advance 


the jobbers. 


of the country. 


some stocks forward, ready for the 
spring demand. Stocks are well filled 
with the jobbers. Prices show a slight 


advance. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Barrel type churns 


at 30-10 per cent from list. 
COAL HODS.—Call for coal hods is di- 
minishing rapidly with the first hint 
of the end of the severe cold weather. 
Stocks are being decreased and prices 
are steady as last quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Japanned open 
17-in. coal hods at $3.40; 18-in., $3.80; 
japanned funnel, 17-in., $4.30; 18-in., 
$4.70; galvanized open, 17-in., $4.75; 
18-in., $5.25; funnel, 17-in., $5. 90, and 
18-in., $6. 35. per doz. 


COPPER RIVETS AND BURRS.— 
Shops and automobile repair stations 
are buying at a fair rate. Prices are 
steady as last quoted. 


We quote from 
f.o.b. Twin Cities: Copper rivets and 
burrs at 40-10-5 per cent from list. 


EAVES TROUGH CONDUCTOR PIPE 
AND ELBOWS.—Some increase in the 
shipments going forward from the job- 
bers has been noted. There is but lit- 
tle retail demand as yet, but the pros- 
pects are for a very good year in this 
line. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Eaves trough, lap 
joint single bead, 5 in., 29 ga., at 
$5.25 per 100 ft.; 3 in., 28 ga., conduc- 
tor pipe, $5 per 100 ft.; 3 in. con- 
ductor elbows, $1.73 per doz., net. 

FIELD FENCE.—Shipments are being 
made for the spring demand. Stocks 
are well filled. Prices have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Grade L, 26-in. 
hog fence at $30.38 per 100 rods. 

FILES.—Sales are improving, the call 
from shops and factories being better 


than a month ago. Retail trade is good 


jobbers’ stocks, 





in many districts. Prices have not 
changed. 
We quote from jobbers’ stocks, 


to the Twin Cities. 
the buying done by the merchants during the week just 
closed ran far ahead of that of a year ago. 
Market Week has become an established custom now, and 
many of the merchants await this event every year for 
the final buying of their spring merchandise. 

Collections are running to very good figures for this 
time of the year. 
than they did a few years ago, but are purchasing more 
frequently, and making more use of the stocks carried by 





Jobbers in all lines have found that 


Twin City 


Dealers are buying more carefully 


Winter sports items have had a remarkable run during 
the winter, as the interest in this particular is increasing 
all over the Northwest. 
direct the attention of people, not only in the Twin Cities 
and the Northwest, but all over the country, to the excel- 
lent facilities for winter sports which exist in this part 


Special effort is being made to 


Interest in the jobbing houses has turned strongly to 
the spring merchandise, and the quotations in this letter 
show the change toward this type of merchandise. 


f.o.b, Twin Cities: Best grades of 
files, 50 per cent; second grade of 
a. 60-10 per cent from standard 
ists. 


GALVANIZED WARE.—Retail call is 
improving, and jobbers are making 
substantial shipments of orders to the 
stores. Stocks are well filled, with the 
prospect of excellent business during 
the spring. Prices are steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard galvan- 
ized pails, 10 qt., $2.55; 12 qt., $2.90; 
14 qt., $3.20; stock pails, 16 qt., $4.50: 

$5. 20; standard tubs, ‘No. 1, 
- No. 3, $7. 75; No. 3, $8. 95; heavy 
" No. 1, $12; No. 2, $13.25; No. 
3, $14.50 per doz. 


GLASS AND PUTTY.—Call for glass 
in a retail way has been reduced by the 
lateness of the season. Stocks are be- 
ing graded down to match the demand. 
Sash and door factories are showing 
some increase in the amount of work 
being done. Prices have not changed. 


We quote from jobbers’ 
f.o.b. Twin Cities: 
single strength, 83 per cent, and 
double strength, 85 per cent. Strict- 
ly pure putty, 50 lb. steel drums, is 
quoted at $4.85 cewt., and 25 lb. steel 
drums, $5 cwt., net. 


HAMMERS AND HATCHETS.—Sale 
of tools show a slight improvement. 
and stocks are well filled for the com- 
ing demand. Prices have not changed. 


stocks, 
Minnesota prices, 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Maydole hammers, 
No, 11%, $12.60; Plumb, No. HFS81, 
$10.50: Riverside, No. 611%, $10.50; 


Plumb broad hatchets, No. 2, $12.45; 
shingling, No. 2, $11.20; claw, No. 2, 
$12.50 per doz. 


HOSE.—Some shipments of hose are 
going forward to the retailers. Job- 
bers’ stocks are well filled in anticipa- 
tion of a good business in this line. 
Opening prices are shown below. 


We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Competition % in. 
hose at 9c.;: Good Luck %& in. 6 ply. 
lic.; Bull Dog, % in., 7 ply, 13%c.: 
Tiger, % in. 6 ply, 12c, per ft. 
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LAWN MOWERS.—Dealers are order- 
ing forward initial stocks of mowers, 
and opening prices are given below. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Philadelphia style 
E, 40-5 per cent; styles A and C, 
35-5 per cent; style K, 35 per cent 
from lists. 

MILK CANS.—Demand is not heavy 
yet, but some stocks are being shipped 
out. Jobbers’ stocks are well filled for 
the coming season. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Railroad 5 gal. 
milk cans at $2.60 each; 8 gal. at 
$3.10 each and 10 gal. at $3.20 each. 

N AILS.—Market is still quiet on nails, 
with no price changes. 


PAINTS AND WHITE LEAD.—Cur- 
rent business is slow in this line, but 
spring orders are going out at a fair 
rate. The price change that has been 
awaited for some time has at last been 
put into effect. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: First grade house 
paints at $3.10 per gal., second grade 
house paints at $2.10 per gal., and 
white lead in 100 Ib. containers at 
$14.74 cwt., net. 


PAPER.—Building paper is beginning 
to sell in a retail way to some extent, 
although business is slow because of 
the small amount of work being started. 


Stocks are well filled and _ prices 
steady. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Red rosin building 
paper in 20, 25 and 30 Ib. weights at 
$3.25 cwt. 


PYREX OVENWARE.— There is a 
steady market for this class of ware 
and stocks are kept well assorted. 


Prices show no changes from last 
quotation. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: No. 197 casseroles 
at $1.17; No. 202 pie plates at 50c.; 
No. 210 pie plates at 67c.; No. 212 
bread pans at 60c.; No. 231 utility 
pans at 67c.; No. 12 tea pots at $1.67; 
No. 24 tea pots at $2 and No. 36 tea 
pots at $2.33 each, net, 


REGISTERS.—Call for registers shows 
some improvement during the last few 


weeks. Stocks are well filled and 
prices steady. 

We quote from _ jobbers’ stocks, 
f.o.b. Twin Cities: Cast steel or 
wrought steel registers at 40 per cent 
from list. 


ROPE. — There is some demand for 
rope, and spring shipments are going 
forward at a fair rate. Stocks are well 
filled for the call, with prices holding 
steady. 


We _ quote from_ jobbers’ stocks, 
f.o.b. Twin Cities: Best grade manila 
rope at 25%c. Ib., base and best 
grade sisal rope at 18%c. lb., base. 

SANDPAPER. — Retail call is_ still 
light, with shops and factories running 
fair orders. Stocks are in good condi- 
tion, and prices are advanced sharply. 
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We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade No. l, 
sandpaper at $6.65 per ream, second 
grade No. 1 at $6 per ream, and 
garnet paper No. 1, $16.00 ream, net. 


SASH CORD AND SASH WEIGHTS. 
—Call is still light, although there is 


some interest in prices at present. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Silver Lake sash 
cord, No. 8, 8le. lb., braided cotton 
sash cord, No. 8, 49c, Ib., and cast 


iron sash weights at $2.35 cwt., net. 
SCREEN DOORS AND WINDOWS.— 
Jobbers have full stocks of screens and 
doors on hand, and are making some 
shipments to the dealers. 


We quote from 
f.o.b. Twin Cities: 
doors 2-8 x 6-8, $1.82 each; fancy 
screen doors, 2-8 x 6-8, $2.16 each. 
Sherwood adjustable 24 in. window 
screens, $7.40 doz., and Wabash ex- 
tension 24 in. screens, $6 doz. 


SCREWS. — Stocks are well filled for 
the coming demand, and prices are 
steady as last quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Flat head bright 
wood screws, 80 per cent; round head 
blued at 75-5 per cent; flat head brass 
brass at 70-10-5 per cent; and round 
head brass at 70-5 per cent. 


SOLDER.—This item is steady in price 
for the first period in recent months. 
Stocks are well filled, and demand light. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Warranted half 
and half solder at 37 cents per pound, 
strictly half and half solder at 39% 
cents per pound, and Dutch Boy sol- 
der in 100-lb. lots, 39% cents per 
pound. 


STEEL SHEETS. — Stocks are well 
filled and some shipments are being 
made for later retail business. Prices 
have not changed. 


We quote from 
f.o.b. Twin Cities: Black steel sheets 
at $4.75 base (28-gage), and galva- 
nized steel sheets at $5.85 cwt., base. 


TIN PLATE.— Stocks are in good 
shape, and call light for immediate use. 
Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Furnace coke ICL, 
20 x 28 tin at $14.25 box, and IC, 20 
x 28, 8 lb. coating roofing tin at $14.60 
box, net. 


WIRE.—Call is light, with jobbers mov- 
ing some of the spring stocks out for 
the dealers. Prices show no changes. 


We quote from _ jobbers’ stocks, 
f.o.b. Twin Cities: Painted barbed 
cattle wire at $3.09 per 80 rod spool; 
painted barbed hog wire at $3.30 
per 80 rod spool; galvanized barbed 
cattle wire at $3.28 per 80 rod spool; 
galvanized barbed hog wire at $3.51 
per 80 rod spool; annealed black iron 
wire at $3.35 cwt., base, and an- 
panned galvanized wire at $3.80 cwt., 
ase. 


WIRE CLOTH.—Stocks of wire cloth 
are being shipped to the dealers freely, 
with heavy stocks from which to draw. 


We quote from _ jobbers’ stocks, 
f.o.b. Twin Cities: Black painted wire 
cloth, 12 x 12 mesh, at $2 per 100 
sq. ft., and galvanized wire cloth, 
12 x 12 mesh, $2.50 per 100 sq. ft. 


stocks, 
screen 


jobbers’ 
Common 


jobbers’ stocks, 








NEXT WEEK 


Mark McGhee will discuss the “Etiquette 
of ‘We’ and ‘You’” in advertising circulars. 


Watch for it! 
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Engraver for Radio Panels 


The Rapid Engraver, made by the 
Branch Tool Co., rorestdale, R. 1., will 
engrave hard rubber, formica, bake- 
lite radio panels of any width, and up 
to 14 inches in height. It will also en- 
grave such metals as soft steel, brass 
and aluminum up to % inches in thick- 
ness in any width, and up to 14 inches 
in height. 

The base of the machine is 82 inch- 
es in width and 14% inches in length. 
Its over all dimensions are: width, 12 
inches; length, 15 inches; height, 10 
inches. Table for holding brass letter 
masters, 4 by 10 inches. The motor 
supplied is universal and can be used 
on 110 volt, either direct current or 
alternating, any phase, from 25 to 70 
cycles. 

The panel to be marked is placed 
between the base and the work holder, 
against an adjustable squaring slide, 
and securely clamped in place by turn- 
ing the large knurled screw at the 
front of the machine. Master letters 
deeply cut in brass are furnished with 
the machine and these are arranged 
either in one, two or three lines on the 
table, to form the words to be en- 
graved on the panel, and clamped be- 
tween the two parallel strips. The let- 
ters are then traced with the stylo 
shown resting in the groove of master 
“C” in illustration, causing the cutter 
under the motor to engrave letters on 





the panel about 1/3 the size of the 
masters. A slight pressure on stylo 
head i§ necessary to cause machine to 
engrave, as spring is provided in back 
of stylo point to keep cutter away from 
panel until ready to engrave. When 
the words have been engraved, the 
large knurled screw in the front of the 
machine is loosenéd and the panel re- 
‘moved. Whitening is then rubbed into 
the letters and the panel is finished. 

The only adjustment needed is for 
the depth of the engraving desired, 
and this is provided for by the knurled 
screw and lock nut shown above stylo. 
No adjustment is needed for different 
thicknesses of panel or metal, as this is 
taken care of by an automatic equaliz- 
ing device. This device presses the 
panel up against the bottom of the 
work holder, and as the depth of the 
letter cut is governed by the distance 
that the cutter protrudes below the 
work holder, letters can be engraved to 
even depth even on tapered or 
buckled panel. 

One hundred master letters, numer- 
als and symbols, such as arrows, wit- 
ness marks, etc., as used on radio 
panels, are supplied with the machine, 
together with electric cord and plug to 
connect motor. 
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Strong Note of Optimism in New York 
Prices Firm on All Lines 


Beers the past week business in the New York 
wholesale market has improved notably, with the 
result that there is apparent in jobbing circles a dis- 
tinct feeling of optimism regarding the outlook. An 
increased demand for merchandise is generally re- 
ported, affecting practically all lines, and prices on 
some lines are gravitating toward higher levels. This 
marked improvement is particularly noteworthy in 
that it has come at a time when business is still ham- 
pered by adverse weather conditions, especially in out- 
lying sections, which are still wallowing knee deep in 4 
slush and mud. $8 doz.; No. 30 Volute spring, n., 

During the week a number of advances were reported Y 8 cee 10 per Lorne, corns? ia 
affecting staple lines. These include an advance of spring. —-_ hut, ($9.70, per_doz. 
7% per cent in the manufacturers’ price of heavy ham- ratchet nut, $16.35 per doz.: No. 4770 
mers. Some items of builders’ hardware have also ad- Volute spring, 6 in., N. P. $12.70 per 
vanced 10 per cent. An increase is also reported on 


2.75 each. Tin, % pint, 23c. each. 
Tin, 1 qt., 3lc. each; brass, 1 qt., 
$1.15 each; galvanized, 1 qt., continu- 
ous, 88c, each. 
HEDGE SHEARS 
Disston, plain, 8 in., $1.65, and 9 in., 
$1.78 per pair; 10 in., $1. 90) per pair. 
Disston, notch, 8 in., $1.78; 9 in., 
$1.90, and 10 in., $2.02 per pair. 
BORDER SHEARS ; 


Without wheel, $2.95 each; with 
wheel, $3.50 each. 
Lawn shear, with two wheels, $3.50 


each. 
LAWN ROLLERS 


Dunham waterweight type, No. 2, 
$9; No. 4, $10.70; No. 7, $15.35; No. 5, 
$13.35; No. m $17. 35 each. 


PRUNING SHEARS 


S. Smith No. 0 Spiral spring, 9 in., 
$4.70 doz.; No. 21 Flat spring, 9 in., 


doz. 

k fF h Disston’s Raga Pe ee 
tacks, affecting the entire lines. Volute spring, full pol., n., 
d ‘ & ‘ : e | nes Manufacturers have $24.75 per doz.; No. 250 Volute spring, 
advanced the price of wire nails 10c. per keg. It is also half pol., 8% in., $21.50 per doz.; No. 
ersistently rumored in jobbing cir 152 Hinge spring, full pol., 8% in., 
* > y " t J Se cles that an advance $24.75 per doz.; No. 252 Hinge, half 
in axes 18S imminent. pol., 8% in., $21.50 pam doz.; No, 153 
Leaf spring, full pol., 8 in., $24 doz.; 
” No. 253 Leaf spring, half pol., 8 in., 

$20.75 per doz. 
Disston Pruning Shears. — No. 





Stove bolts, 75 to 75 and 10 per 


Sleds Active 


The demand for Flexible Flyers and 


cent; both flat and round head. 
Sink bolts, 75 to 75 and 10 per cent. 
Tire bolts, 45 to 50 per cent. 
Step bolts, 33% per cent. 


Heavy, 2714 in., $2.25 pr.; No. 2 Med.’ 
27% in., $2.17 pr.; No. 3) Heavy, two 
curved jaws, 27% in., $2.17 pr.; No. 5, 
handles 9 in., pol. blades, 3% in., 


other types of sleds continues active. 


: < : Screw anchors, 75-10 per cent. $1.65 pr. 
As reported in the last issue, prices — oe SS gh ng Standard Tree Pruners. — 6-ft., 
have declined slightly. Stocks are suf- Prices vary in different sections of st a0° a $1.40; 10-ft., $1.55; 12-ft., 


ficient for current requirements. the city. 
Spring cotters, 30 per cent. 


Jobbers’ quotations to _ retailers Copper rivets and burrs, 25 per 
f.o.b. New York: cent 
Sleds, list prices. Round head iron rivets, 55-5 per 


Disston’s Extra Quality Tree Pru- 
ners.—6-ft., $2.80; 8-ft., $3.05; 10-ft., 
$3.35; 12-ft., $3.50 each. 

Little Giant Pruning Hooks and 
Saws, $2.15 each. 





Flexible Flyers cent; tinners’ rivets, black and tin, Orchard Pruning Hooks and Saws, 
lg cans aaa $ 3.75 60 per ee $2.10 each. 
OA ee eae oa ae 4.75 ap screws, 50-10 per cent. Pruning Saws.—Disston’s 3 x 16, 
oy i: Mien ccna iw ewe thie eeenes Oi 6.00 asremucemeenn 99c. each; 4 x 16, $1.19 each; 5 x 16, 
BU, Soccevvevesssvesccveseceseses 6.50 os d Oil M > — = 7 x 16, $1.43 each; 40 x 16, 
No. 4 with 1 pair foot rests..... 7.25 c. each. 
ih, Mn ateueaneseneeessaceeennse sd * eee h insee 1 oving h Pruning knives, 62c. each. 
No. 5 with 2 pairs foot rests. 10.25 r Ss en re in the 
ME euiss oe seevssseesees 5.25 There ha be _ decrease J. T. Henry Manufacturing Co. 
Racer eeecececeeeseeeeoeeeseeeeseerse® 6.50 demand for linseed oil. As announced Pruning Shears 
Fire Fly Coasters last week, prices have advanced. No. 0 spiral spring 9-in.$ 4.50 per doz. 
i eer ee TT Te $2.00 Prices to retailers, f.o.b. New York: No. 1 Henry’s genuine 
i aa ere et TT 2.40 Linseed oil, in lots of less than _flat brass springs ceene 8.25 per doz. 
Pi Mh <cenccvseenscaghasenaseasans 3.00 5 bbl., $1.29; in lots of 5 bbl. and No. 4665, 9-in. California 
er re eee 3.40 more, $1.26. DE ©x0600060ss000% 8.00 per doz. 
a esi bee eeeeresesaneees 3.50 Calcutta linseed oil in bbl., $1.38. No. 4666 9-in., polished. 12.00 per doz. 
pases aad - 4671, 9-in. ratchet 


These list prices are subject to a 
discount of 33/4, per cent on Flexible 
Flyers and 40 and 5 per cent on Fire 
Fly Coasters. 


ME ntecseccvsesevesess 9.10 per doz. 
° ° No 4770, 6-in. ladi . 12.00 doz. 
Spring Goods in Demand No, 4771, heavy wide 


, . ED catvbeseenenseses 14.59 per doz. 
The demand for spring goods is re- - 


ported by jobbers in the metropolitan . . 
area as being particularly active, de- Radio Selling Well 
The demand for radio receiving 


spite adverse weather conditions. At 

the present time stocks are sufficient | tubes, parts and completed receivers, 

for current requirements, and prices | has shown no abatement, despite the 
fact that weather conditions in many 


Rivets and Burrs 


The demand for rivets and burrs 
continues consistent, with prices hold- 
ing and stock sufficient. The demand is 
also good for screws and prices are 


for the most part are firm. 
firm. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


SCREWS 


Wood screws, iron bright, flat head, 
72%, 25 and 5 per cent. 

Same, iron blued, round head, 70, 
25 and 5 per cent. 

Same, brass, flat head, 70, 25 and 
5 per cent. 

Same, brass, round and oval head, 
67%, 25 and 5 per cent. 

Hot galvanized, flat head, 57%, 25 
and 5 per cent. 

Nickel plated, flat head, 60, 25, and 
5 per cent. 

Full packages are extra 5 per cent. 


BOLTS AND NUTS 


Bolts. — Common _ =_ carriage 
small sizes, 35-10 per cent; 
sizes, 35 per cent. 

Machine bolts, all sizes, 40 and 10 
per cent. 

Lag screws, 45 to 50 per cent, 


bolts, 
large 





Jobbers’ quotations to retailers, f.o.b. 
New York: 
LAWN MOWERS 


Three-blade, plain bearings, 8-in. 
wheel, 12 in., $4.85; 14 in., $5.15; 16 
n., $5.50, and 18 in., $5.80 each. 


Same, with ball bearings, 12 in., 


$6.65; 14 in., $7; 16 in., $7.35, and 18 
in., $7.70 each. 
Four-blade, 9 in. wheel, ball bear- 


14 in., $8.55; 16 in., 


ing, 12 in., $8.25; 
$9.25 each. 


$8.85, and 18 in., 


Same, with 10%-in. wheel, 14 in., 
$9.50; 16 in., $10; 18 in., $10.50; 20 in., 
$11.15 each. 

Five-blade, 10%-in. wheel, ball 
bearing, 16 in., $12; 18 in., $12.70; 
20 in., $13.35 each. 

Same, with 10-in. wheel, 16 in., 
$15.35; 18 in., $16, and 20 in., $16.75 
each. 

SPRAYERS 


Galvanized, 4 gal., $4.88 each: brass, 
4 gal., $7.50 each; bucket pump type, 





sections have been unfavorable to good 
reception. During the past week the 
Radio Corporation of America has is- 
sued new low prices affecting most of 
the items in its catalog. 

New prices on tubes, sets and loud 
speakers are as follows: 


Radiola III-A complete with 4 WD 
11 Radiotrons and UZ-1325 Radiola 
Loudspeaker, $83; Radiola Regenoflex, 
without Radiotrons or Loudspeaker, 
$90; Radiola Regenoflex, complete 
with 4 WD-11 Radiotrons and UZ- 
1325 Radiola Loudspeaker, 
Radiola X complete with 4 WD-11 
Radiotrons, $150: Radiola Super- 
Heterodyne complete with 6 UV-199 
Radiotrons and UZ-1325 Radiola 
Loudspeaker, $256. 

Radiola Loudspeaker UWZ-1325, $18. 

All Receiving Radiotrons, UV-199, 
att WD-12, UV-200, UV-201A, 
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Weather Hampers Sales in Pittsburgh Market 


—Prices Firm on Most Lines 


(Pittsburgh office of HARDWARB AGB) 


HE hardware jobbing trade in Pittsburgh is experi- 
encing rather dull times so far as current business 
is concerned, but the members of the trade are gen- 
erally disposed to regard this as a temporary condition 
due entirely to the fact that the country roads are in such 
bad shape that it has not been possible to get the rural 
dealers interested in purchases that they might have diffi- 
culty in getting to their stores. The out of town retailers 
are not doing very much business at the present and in 
addition there is a tendency to ascribe the lack of activity 
to the fact that there have been so many hardware con- 
ventions in nearby points in the last few weeks. These 
gatherings attract the man who does the purchasing away 
from his place of business. Business in futures has been 
very good with all jobbers here, and the general expecta- 
tion is that provided there is a normal arrival of spring 
weather there will be a retail movement of sufficient pro- 


AXES.—Leading manufacturers have 


trict are reasonably busy on old orders 


portions to bring in a large volume of repeat business. 
There is not much activity in wire cloth and poultry net- 
ting, but a good deal of this business is likely to be placed 
at the Pennsylvania-Atlantic Seaboard Hardware Conven- 
tion at the Commercial Museum, Philadelphia, this week. 

Price changes have not been very numerous in the week 
under review. Handled axes have advanced 50c. a dozen 
because of the advance a few weeks ago in axe handles. 
The differential on unhandled axes of the heavier weights 
have been advanced 10c. a dozen. This does not affect 
Pittsburgh much, since the great bulk of the business is 
in axes of the base weights, 3% to 3% lb. and lighter. 
Cyclone fence has advanced 5 per cent and a similar ad- 
vance is noted in wire clothes line. This is in keeping 
with the recent mark-up of mill wire goods prices. So far 
jobbers here have not raised their resale prices to meet 
the higher mill bases. The report about collections in this 
district still is that they are only fair. 


PAINTING MATERIALS.— An _ad- 





affirmed former prices of unhandled 
axes in new lists just issued, but have 
increased the differentials above the 
base weights. Thus, No. 21 group (3% 
to 4% lb.), which formerly sold at 50c. 
a dozen above base, go to 60c.; No. 3 
group (4% to 4% lb.), from $1 above 
base to $1.20 and No. 4 group (4% to 
5% lb.), from $1.50 to $1.80. Makers 
of axe handles some weeks ago ad- 
vanced prices and that change now is 
reflected in prices of handled axes. 


We quote from Pittsburgh jobbers’ 
stocks: First quality unhandled axes, 
base group (3 to 3% Ib. or lighter) 
single bit $14 per doz.; double bit 
19; No. 2 group (3% to "4% lb.) 60c. 
per doz. advance over base; No. 3 
group (4% to 4% Ib.) $1.20 over base; 
No. 4 group (4% to 5% Ib.) $1.80 over 
base; handled axes, base group, single 
bit $18. 25 per doz.; double bit, $23.25 
per doz. 


BATTERIES.— Demand is_ constant 
and the turnover is frequent, with re- 
cent prices well maintained. 


Jobbers’ quotations to retailers, 
f.o.b. Pittsburgh: 
Broken Unit 
: Packages Packages 
Each Each 
i eee $1.05 $0.97 
 , ae 1.3 1.23 
“i are se 1.22 1.14 
Ee 1.40 1.30 
C—lC // eee 2.62 2.44 
i Re 2.62 2.44 
ae See 3.33 3.09 


PRS .42 .39 
No. 6 dry cells, ignition type, 29c. 
each, 
BOLTS, NUTS AND RIVETS.—The 
situation presents no new features. 
Makers of bolts and nuts in this dis- 





and say that new business is steadily 
increasing. Mill prices are holding 
well, Primary prices of rivets are sub- 
ject to some price shading. Jobbers 
find business slow in these lines. 


We quote out of jobbers’ stocks 
as follows: 

Machine bolts, small rolled threads, 
50 and 10 per cent off list; all sizes 
cut threads, 50 per cent off list; 
carriage bolts, small rolled threads, 
60 per cent off list; all sizes cut 
threads, 45 per cent. off list; stove 
bolts, 75 per cent off list; tire bolts, 
40 and 10 per cent off list; nuts, hot 
pressed blank or tapped, 3.25c. off 
' @«p.c. and t. blank or tapped, 
off list; rivets, small wagon 
and tinners’, 60 per cent off list. 


BUILDERS’ HARDWARE.—Manufac- 
turers have not yet announced their 
new prices which were expected follow- 
ing the recent withdrawal of old quota- 
tions. The revision is expected to be 
very slight and to bring higher levels 
only on those items that went below 
what manufacturers regard as_ their 
costs. Advance sales point to an active 
spring trade. 

CLOTHES LINE (WIRE).—Following 
the recent price advances in wire, mak- 
ers of galvanized wire clothes line are 
out with new prices showing an ad- 
vance of about 5 per cent as compared 
with the old prices. No. 9 gage galva- 
nized line now .is quoted out of Pitts- 
burgh jobbers’ stocks at $4.50 per dozen 
lengths of 100 ft. 

FENCE.—Cyclone Fence Co., effective 
Feb. 12, advanced gates, field and orna- 
mental fence prices 5 per cent. 





vance in eil since a week ago has not 
been maintained and the price is the 
same as a week ago. Other items also 
are at recent prices. Current demands 
are light, but there is a heavy move- 
ment against spring requirements. 


Prices to retailers: 

Ready mixed paints, best grades, 
$3.10 per gal.; lower grades, $2.50; 
white lead, 164c. per Ib. in 100 Ib. 
lots; 10 per cent less in lots of 500 
lb. or more and an extra 5 per cent 


less in lots of a ton or more; tur- 
pentine, $1.09 per gal. in barrel lots; 
linseed oil, $1.32 per gal. in barrel 
lots. 

WINDOW GLASS.—Advance orders 


for spring delivery are large and the 
movement against contracts is increas- 
ing. Prices show no change. Single 
strength A and B is quoted at 84 and 5 
per cent off list, double strength A 86 
per cent off list, B 87 per cent off list. 


WIRE PRODUCTS.—Leading jobbers 
here have advised their salesmen and 
the trade that for the present they are 
open to business at the prices they have 
been quoting since the late November 
advance of $2 a ton to a Pittsburgh 
mill base of $2.85 for nails and $2.60 
for plain wire. 


obbers’ stocks: 


We quote out of 
0, base, per keg; 


=a $3.15 to $3. 
9 gage, plain galvanized wire, 
so 95 per 100 Ib.: ; galvanized barbed 
2-point cattle, $3,17 per 80-rod spool; 
2-point hog, $3.39; 4-point cattle, 
$3.38; 4-point hog, $3.66; special 2- 
point cattle, $2.38; woven wire fence, 
1047-11 $39.36 per 100 rods; 1047-9, 
$55.20; 939-11, $35.22; 939-9,- $48.85. 








Need for More Selling Ability 


T HERE is a crying need for more ability behind the counter and in the salesroom. 
It is wrong to think that all the real business ability lies in the proprietor, and the 


buyer. 


unless they are backed by an efficient selling force behind the counter. 


These men must be able, and they are, but they cannot succeed in their efforts 


The boss and 


his buyer roll the snowballs, but the clerks throw them, and if they are not accurate 
in their fire and miss the target. too often, the success of the business and all of the 
planning done in the office is limited to the extent of the ability of the clerks. 
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A Holiday Window That Built Prestige 


OU will find inspiration for a display honoring the memory of Wash- 
ington, in this splendid window of the Nicholas Hardware Co., Oak 
Park, Ill. 








Coming Hardware Conventions 





AMERICAN HARDWARE MANUFACTURERS 
ASSOCIATION CONVENTION, Dallas, Texas, 
April 21, 22, 23, 24, 1925. Headquarters, 


Adolphus Hotel. F. 
treasurer, 


D. Mitchell, secretary- 
1819 Broadway, New York City. 

ARKANSAS RETAIL HARDWARE ASSOCIA- 
TION CONVENTION, Little Rock, May, 1925. 
L. P. Biggs, secretary, 815-816 Southern 
Trust Building, Little Rock. 


CALIFORNIA RETAIL HARDWARE AND IM- 
PLEMENT ASSOCIATION CONVENTION AND EXx- 
HIBITION, Civic Auditorium, San Francisco, 
March 11, 12, 13, 1925. Le Roy Smith, sec- 
retary, 112 Market Street, San Francisco. 

HARDWARE ASSOCIATION OF THE CARO- 
LINAS CONVENTION AND EXHIBITION, Spar- 
tanburg, S. C., June 9, 10, 11, 1925. Arthur 
R. Craig, secretary-treasurer, 717-718 Com- 
mercial Bank Building, Charlotte, N. C. 


CONNECTICUT HARDWARE ASSOCIATION 
CONVENTION, Hotel Burritt, New Britain, 


Conn., Feb. 19, 20, 1925. 
cock, secretary, Woodbury. 

IDAHO RETAIL HARDWARE & IMPLEMENT 
DBALERS’ ASSOCIATION CONVENTION, Owyhee 
Hotel, Boise, Feb. 18, 19, 20, 1925. E. E. 
Lucas, secretary, Hutton Building, Spokane, 
Wash. 

MICHIGAN RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Grand Rap- 
ids, Feb. 24, 25, 26, 27, 1925. Karl S. Jud- 
son, 248 Morris Avenue, Grand Rapids, 


Henry S. Hitch- 





manager of exhibits. 
Marine City. 


A. J. Scott, secretary, 


MINNESOTA RETAIL HARDWARE ASSOCIA- 
TION CONVENTION, St. Paul Auditorium, St. 
Paul, Feb. 17, 18, 1%, 20, 1925. C. H. Casey, 
secretary, Nicollet Avenue and Twenty- 
fourth Street, Minneapolis. 


MISSISSIPPI RETAIL HARDWARE AND IM- 
PLEMENT ASSOCIATION CONVENTION, Biloxi, 
June 8, 9, 10, 1925. Guy Nason, secretary, 
Starkville. 


NATIONAL RETAIL HARDWARE ASSOCIA- 
TION CONVENTION, Philadelphia, Pa., June, 
1925. Herbert P. Sheets, secretary-treas- 
urer, 130 East Washington Street, Indian- 
apolis, Ind, 


NEW ENGLAND HARDWARE DEALERS’ ASSO- 


CIATION CONVENTION AND EXHIBITION, Me- 
chanics’ Building, Boston, Mass., Feb. 23, 


24, 25, 1925. George A. Fiel, secretary, 80 
Federal Street, Boston 9, Mass. 


ONTARIO RETAIL HARDWARE ASSOCIATION 
CONVENTION, King Edward Hotel, Toronto, 
Feb. 17, 18, 19, 20, 1925. W. F. Macpher- 
son, secretary, Prescott, Ont. 


OREGON RETAIL HARDWARE AND IMPLE- 
MENT DEALERS’ ASSOCIATION CONVENTION, 
Multnomah Hotel, Portland, March 4, 5, 6, 
1925. E. E. Lucas, secretary, Hutton Build- 
ing, Spokane, Wash. 


PACIFIC NORTHWEST HARDWARE AND IM- 
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PLEMENT ASSOCIATION CONVENTION, Daven- 
port Hotel, Spokane. Wash., Feb. 25, 26, 27, 
1925. E. E. Lucas, secretary, Hutton Build- 
ing, Spokane, Wash. 

SouTH DAKOTA RETAIL HARDWARE ASSO- 
CIATION CONVENTION, Sioux Falls, Feb. 24, 
25, 26, 27, 1925. Charles H. Casey, man- 
ager, Nicollet Avenue at Twenty-fourth 
Street, Minneapolis. Minn. 

HARDWARE JOBBERS ASSOCIA- 
Dallas, Tex., April 21, 
Headquarters, Adolphus 


SOUTHERN 
TION CONVENTION, 
22, 28, 24, 1925. 


Hotel. John Donnan, secretary, Richmond, 
Va. 
SOUTHEASTERN RETAIL HARDWARE ASSO- 


CIATION, COMPRISING TENNESSEE, ALABAMA, 
FEORGIA AND FLORIDA, CONVENTION AND 
EXHIBITION, Birmingham, Ala., May 12, 13, 
14, 1925. Walter Harlan, secretary-treas- 
urer, 701 Grand Theater Building, Atlanta, 
Ga. 

SOUTHERN CALIFORNIA RETAIL HARDWARE 
ASSOCIATION CONVENTION AND EXHIBITION, 
Ambassador Auditorium, Los Angeles, 
March 18, 19, 20, 1925. H. L. Boyd, secre- 
tary-treasurer, 618 Hellman Bank Building, 
650 South Spring Street, Los Angeles. 
HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Jefferson 
Hotel, Richmond, Feb. 10, 11, 12, 1925. 
Thos. B. Howell, secretary-treasurer, Rich- 
mond. 


VIRGINIA RETAIL 
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out” Pr ar i S are v cading 


the FANCD advertisins, 


Will YOU Profit 
From It? 


It is now appearing in more than 800 leading newspapers, building sales 
for hundreds of progressive merchants from coast to coast. Some one in 
your neighborhood is going to cash in on this—will it be you? Panco 
comes in black or tan—for men, women and children. Easy to put on— 
but hard to wear out. Cuts down shoe bills because Panco 


Outwears Best Leather 2 to 1 


Look for the name PANCO on every piece—none genuine without this 
trademark 





Panco Half Soles 


are healthful and comfortable 
in every work or weather. 


TRADE MARK REG. 
HALF SOLES—HEELS AND STRIPS 


Panco Heels Your jobber can supply you—or write or wire us direct—now. 





make walking more enjoy- 
able and help you keep that 


buoyant step of youth! Panco Co " Chelsea, Mass. 
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Demand Continues Consistent i Chicago 


—Price Levels Well Maintained 


(Chicago office of HARDWARE AGE) indicating that 


REVIEW of the price situation in the Chicago hard- 


quantities and immediate shipments, 
stocks, generally, are low. 

An improvement is also noted in the demand for build- 
ers’ hardware. Factories have been obliged to increase 
operations in order to keep up with the demand. Prices 
are slightly firmer, and with the large building program 
under way sales of builders’ hardware will, unquestion- 
ably, be maintained during the spring and well into the 
summer months. This also applies to lumber and building 
materials, which are also receiving increased attention. 


ware market shows that very few changes are be- 

ing put into effect, and although the price on plain 
wire, barb wire, staples, nails, steel sheets and field fence 
has been advanced $2 per ton by the mills, jobbers have 
not as yet made any revisions, but are still accepting or- 
ders on the old basis. New prices on axes have been an- 
nounced for fall which are slightly higher on all the 
standard grades. There has been a reduction of $1 made 





on the list price of standard radio tubes, and they are now 


listed at $3 each instead of $4. 


Sales summaries for the week continue to show im- 
This is especially true of orders received 
from the rural districts, as they are calling for larger 


provement. 


AUTOMOBILE ACCESSORIES.—An 


improvement is noted in sales. Prices 
are firm but unchanged. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: 
Spark Piugs.—Splitdorf, 50c. each; 
regular, 58c. each; Champion X, 45c. 


each; lots of 100, 41lc. each; Cham- 


pion Blue Box line, 53c, each; A. C. 
Titan, 58c. each; lots of 100, 56c. 
A. C. Special Ford, 44c. each. 
Spot Lights.—Anderson, No. 3280, 
$6.50 each: Stewart, $5.67 each. 
Horns.—E. A. Electric (Ford), $4 


each. 
Jacks.—Reliable Jacks, No, 46, $2.50 


agg in lots of 10, $2.25 each; Ajax 
o. 6, 90c. each; National Standard 
oo 21, $1.20 each. 
Pumps. — Rose, 14% -in. cylinder, 


$1.55 each. 

Chains.—Non-skid, dozen pair lots, 
33% per cent discount; 50 pair lots, 
40 per cent discount. 

Tires and Tubes.—30 x 3% over- 
size cord tires, $10.45 each; regular 
cord, $8 each; gray inner tubes, 30 
x 31%, $1.20 each: red inner tubes, 
30 x 3%, $1.50 each. 


AXES.—Fall prices, just annouonced, 


are slightly higher on all “extras,” also 
on the standard grades of handled 
axes. A limited quantity of unguaran- 


teed, rough-finish handled axes will be 


available to the trade at a slight reduc- 
tion in price. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality single 
bitted unhandled axes, 3 to 4 Ib., $14 
doz. base; double bitted, $19 doz. 
base; good quality black unhandled 
axes, same weight, single bitted, $13 
doz. base: single bitted handled axes, 
$15.50 to $24 per doz., according to 
quality and grade of handle: special 
unguaranteed handled axes, $12 per 
doz. base. 


BOLTS AND NUTS.—There has been 
no change in the price situation. The 
demand contniues good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Carriage bolts, cut 
thread, 50 per cent discount; small 
carriage bolts, rolled thread, 50-10 
per cent discount; machine bolts, cut 
thread, 50-10 per cent discount: 
small machine bolts, rolled thread, 
50-10-5 per cent discount; all stove 
bolts, 75-5 per cent discount; lag 
screws, 60 per cent discount. 


BUILDERS’ HARDWARE.—Manufac- 
turers report they are receiving a very 
satisfactory volume of business from 
both the jobber and the retailer. With 
the large building program on for 
spring, there is no question but that 





scale. 


or plates. 


the demand will be good. Prices are 
unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 2% x 3% steel butts, 
case lots, old copper and dull brass 
finish, $2.67 per doz. pair; 4 x 4 
steel butts, old copper and dull brass 
finish, $3.63 per doz. pair; heavy steel 
bevel inside sets, case lots, $6.75 per 
ots steel bit-keyed front door sets, 
$1.75 per set; wrought brass bit- 
beved front door sets, $3.25 per set; 
cylinder front door sets, $7.50 per 
set. 


CHAIN.—Sales are improving; prices 
firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: %-in. proof coil chain, 
$8.50 per 100 1lb,; Tenso, Bull Dog 
and Brown coil chains, 50-10 per 
cent discount; No. 00-4% _ electric 
welded cow ties, $2.75 per doz. 


COPPER RIVETS AND BURRS.— 
The demand continues good. No change 
in price. 

We quote from jobbers’ stocks, 


f.o.b. Chicago: Copper rivets and 
burrs, 40 per cent discount. 


CUTLERY.—Prices are strong; higher 
prices on some items may result. Cur- 
rent sales are good. 

DRAIN PIPE CLEANER.—Prices un- 
changed. Sales are satisfactroy. 


‘ 
We quote from jobbers’ stocks, 
f.o.b. Chicago: 
Economy Plumber’ drain pipe 


cleaner, in 1 lb. net cans, in lots of 3 

z., $2.75 per doz.; in lots of 6 doz., 
$2.70 per doz.; and in 12 doz. lots, 
$2.60 per doz. 

Same, in 2 lb. net weight cans, in 
lots of 2 doz., $4.90 per doz.; in lots 
of 6 doz., $4.85 per doz.; and in lots 
of 12 doz., $4.75 per doz. 

Hercules tile and porcelain cleaner, 
in 1 lb. net weight cans, $2 per doz. 
in lots of 2 doz 


Hercules belier liquid, in 1 qt. can, 


$3 each; in ™% doz, lots, $2.50 each; 
in 1 doz. lots, $2.25 each 
Same, in \ gal. cans, $5 each; % 


doz. lots, $4.75 each; and in gal. cans, 

$9 each. 
EAVES TROUGH AND CONDUCTOR 
PIPE.—Present prices are favorable 
for immediate purchase, as an advance 
is expected in this line, due to the in- 
creased cost of steel sheets. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single bead lap joint 
gutter, 5-in., $4.50 per 100 ft.; corru- 
gated conduetor pipe, 3-in., $4.75 per 
100 ft.; plain ridge roll, 1%-in., $4 
per 100 ft.; corrugated conductor el- 
bows, 3-in., $1.36 doz. 


ELECTRICAL AND RADIO MER- 
CHANDISE.—There has been a $1 re- 


naces in the Chicago district are now in operation. 
price change has been made by jobbers on bars, shapes 
There is a heavier demand for pig iron. 





Production of steel and iron is going ahead on a large 
Thirty-three out of thirty-four of the blast fur- 


No 


duction made in the list price of radio 
tubes. The balance of the prices re- 
main the same with sales reported as 
excellent. 

We quote from jobbers’ 


f.o.b. Chicago: 

Electrical Merchandise.—No. 14 
rubber-covered wire, $7.90 per 1000 
ft.; in 1000-ft. lots, $7.65; No. 18 lamp 
cord, $14.50 per 1000 ft.; in 1000-ft. 
lots, $13.75; %-in. brush brass key 
sockets, 19c. each; two-way plugs, 
60c. each; in lots of 10, 49%. each;! 
one-piece attachment plugs, § 13c. 
each; two-piece attachment plugs, 
12c. each; dry cells, boxes of 50, 30%c. 
each; less than case lots, 34c. each. 

Radio Supplies.—Radio B batteries, 


stocks, 


No. 766, $1.40 each; No. 767, $2.62 
each. 
Battery Chargers.—Apco line, in 


lots of less than 10, $13.50 each, net. 
Tubes.—Cunningham and R. C. A., 
$3 list. Discount, 25 per cent. 
Loud Speakers.—Western Electric, 
No. 522W, $9.50 list. Discount, 30 
per cent. 


FIELD FENCE.—Mills have made an 
advance of $2 per ton. However, local 
jobbers continue to accept orders at 
the old prices. 


We quote from jobbers’ stocks, 


f.o.b. Chicago: 726-6-12%, $29.70 per 
100 rods; 1948-6-14%4, $45 per 100 
rods. 
FILES.—Sales continue good. Prices 
unchanged. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: American files, 60-10 


per cent off list: Nicholson files, 50 
per cent off list; Black Diamond files, 
40-10-5 per cent off list, 


GALVANIZED WARE.—Jobbers’ Jan- 
uary leader prices have all disap- 
peared; prices are firm. The only re- 
vision is an advance of 10c. per dozen 
made on 10-qt. pails. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Competition galvan- 
ized after-made water pails, genuine 
riveted ears, 10-qt., $2.30 doz.; 12-qt., 
$2.40 doz.;: galvanized wash tubs, No. 
; No. 2, $7 doz.; No. 3, 
doz.; No. galvanized wash 
wood grip and handles, $18 
1-gal. tin breast galvanized 
kerosene can, $2.35 doz.; 1-bu. gal- 
vanized baskets, $6.25 doz.: 1%4-bu. 
galvanized baskets, $8.25 doz.: 5-gal. 
galvanized oil cans, galvanized 
breast, $7.25 doz.; perpendicular cor- 
rugated light galvanized ash cans, 
with cover, No. 55, mi per doz.; No. 
66, $17.! 50 doz.: No. , $20 doz.; heavy 
galvanized after- ome No. 171, $32. 40 
doz.: No. 191, $37.25 doz.; No. 201, 
$44.75 doz. 


GARDEN HOSE AND LAWN SPRIN- 
KLERS.—Orders for future delivery 
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R-W Steel Folding Builders’ Brackets 


Look at the load supported on three R-W Builders’ Brackets! This is a much 
greater load than ordinary working conditions would ever demand—affording a 


tremendous margin of safety. 


R-W Builders’ Brackets are not only the strongest, but the most practical. They fold into con- 
venient form for handling and take up little room when stored. No more expensive than wood 
brackets, yet last a lifetime. When a job calls for two dozen or more brackets they actually save 
their cost. 


No other steel A sg folds so compactly 
or requires so little space for storage. An 
exclusive feature with R-W Brackets. : (AS V tO l | {L ach 


R-W Brackets are very easy to attach—the hook or 
tail screw for fastening to sheathing and studding 
insures complete safety, while sway braces prevent 
swinging. Made entirely of high-grade steel and 
reinforced to provide strength and durability. 


Illustration shows the No. 231 with sway brace on 
upright. The No. 261 is the same, but has sway 
braces riveted to side of top bar. 






R-W Builders’ Brackets are packed one dozen to a 
crate and are a very profitable item to handle. If 
you do not already carry them in stock, our nearest 
branch can supply you. 


FOLDED 











New York . h rd W; Mf Chicago 
reaniee ichards-Wilcox > 
fSenstend AHaneer forany Door that Slides.’ Kansas City 
Cincinnati AURO RA,ILLINOIS.U.S.A. Los Angeles 
_——— RICHARDS-WILCOX CANADIAN Co., LTD. = a 
7 Winnipeg LONDON, ONT. Montreal — 
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show a slight improvement. Prices are | f.o.b. Chicago: Key Clamp—Rocker, per gal.; 5-barrel lots, $1.32 per gal. 
unchanged Men’s and Boys’, bright finish, 75c. Linseed Oil.—Boiled, barrel lots, 
ged. | pair; Half Key Clamp — Rocker, $1.39 per gal.; 5-barrel lots, $1.34 per 

We quote from jobbers’ stocks, Women’s and Girls’, bright finish, $1 ral. 

f.o.b. Chicago: Garden hose, good pair; Key Clamp—Hockey, Men’s and Turpentine.—Barrel lots, $1.05 per 
quality, molded hose, \%-in., 10%c. Boys’, $1.20 pair; Half Key Clamp— gal. 
per ft.; %-in., 1l3c. per ft.; 3-ply, good Hockey, Girls’, $1.40 pair. ‘ Denatured gp ten ge ge — 
quality, wrapped, 14-in., 10c. yer . % 5c. per Bal.; stee rum, extra 6, 
ft.: %, -in., 12c. per ft.; ‘lie. ICE CREAM FREEZERS.—No change returnable. . 
good quality, wrapped, %-in., 12c. _in price. Business is reported as good. White Lead. 100-lb. kegs, $16.75; 
per ft.; %-in., 14c. per ft.; 5-ply, | P . taba & 50-lb. kegs, $8.65; 25-lb. kegs, $4.40; 
good quality, wrapped, 14-in., oc. per We quote from ‘ jobbers stocks, 12%-lb. kegs, $2. 25. 
ft.; %-in., lle. per ft. Lawn sprin- f.o.b, Chicago: White Mountain, 1- Dry Paste.—Barrel lots, 7%c. per 
klers, Rain King, $28 doz.: original qt., $4.85 list; 2-qt., $5.65 list; 3-qt., Ib. 
fountain sprinkler, $8 doz.; Rainbow, | $6.75 list; 4-qt., $8.25 list; 6-qt., Shellac.—(4-lb. goods), Wee $3.50 
38-in. high, $24 doz. ce te — sors. om i per gal.; orange, $38.20 per gal. 

: : ; ist; 2-qt., 21.55 list; 15-qt., English Venetian Red.—In barrels, 
GLASS AND PUTTY.—The demand is ee oe _ Fate ey Po 6a i i $3.50 to $6.75 per 100 Ibs. 

: ie . 2. ist; Arctic qt ist; 2-qt., . 
steady; prices are firm. $4.60 dist: 3-qt., $5.55 list; 4-qt., $6.80 PYREX WARE.—Sales are holding up 

We quote from jobbers’ stocks, list; 6-qt., $8. 60 list; 8-in., 11.10 list. ; ; 

f.o.b. Chicago: Single strength A, All the above less 50 per cent dis- Wey well. Prices remain firm. 

single strength A, 34 to 40-in. brack- count. , = a from jobbers’ stocks, 

et, 8&6 per cent discount; § single J — ; ” .0.D. icago: 

Strength -A, all other brackets, -s5 | LNCUBATORS.—The demand is excel Bread Pans.—No. 212, $7.20 doz.; 

per cent discount; double strength A, lent. Prices are unchanged. No. 214, $12 doz. 

all sizes, 86 per cent discount. Putty We quote from jobbers’ stocks, Casseroles.—Round, No. 167, $12 

—pure grades, $3.75 per 100 lb.; com- f.o.b. Chicago: Incubators, 35 per cent OZ. ; No. 168, $14 oo; No. 182, $12 

mercial, $3.40 per 100 Ib. discount; brooder stoves, 35 per cent doz.; No. 184, $14 do 

. . . discount; insulated chicken waterers, Casseroles. —Oval, No, 193, $12 doz.; 

HATCHES. — Sales are improving. $3.25 each. No. “ $14 oon. a 6 4 a 

ic ' . Pie ates.—No. . 0z.; No. 
Prices are unchanged but firm. LANTERNS.—tThere continues to be a 203, $7.20 doz.; No. 209, $7.20 doz. 

We quote from jobbers’ stocks, steady demand. Prices are firm. Tea Pots.—2-cup, $20 doz.; 4-cup. 
f.o.b. Chicago: First quality hatchets. ; ; $24 doz.; 6-cup, $28 doz. 

No. 2 shingling, $11.20 doz.; first qual- We quote from jobbers’ stocks, Utility Pans.—No. 231, $8 doz.; No. 

ity hatchets, No. 2 broad, $14.45 doz.: oo oe ent “gg ST tenon 232, $14 doz. 

medium quality hatchets, No. 2 wi arge fount, .29 dozZ.; e , 

shingling, $7.25 doz.; medium quality Wizard, $8.50 doz.; Blizzard, $13 doz. ROLLER SKATES.—Prices are _ un- 
- onten im. ana hence eng ‘. LARD PRESSES AND SAUSAGE | Changed. Future orders are in good 
cates te tection teak deo: ny “od STUFFERS.—The demand continues | Volume. 

— oe. Se are me Se | te be geod. Prices are unchanged. We quote from jobbers’ stocks, 

ter volume. . f.o.b. Chicago: Union roller skates 
We quote from jobbers’ stocks, for boys, $1.40 per pair; for girls, 

We quote from jobbers’ stocks, f.o.b. Chicago: Enterprise No. 25, $1.50 per pair. Chicago roller skates 
fo.o.b. Chicago: First quality, 16-oz. 4-qt., $7.28 each; No. 31, 6-qt., $7.89 for boys, $1.30 per pair; for girls, 
nail hammers, $10.50 doz.; first qual- each; No. 35, 8-qt., $8.67 each. $1.40 per pair. 
ity, 16-oz. machinist hammers, $7.85 LAWN MOWERS AND GRASS 
doz. medium quality, 16-oz. nail 4 . ROOFING AND PAPER.—Sales are 

ammers, $6 Za : — j is li ~ : 
on “ apn came eieiomn CATCHERS.—Sales in this line —— good. New advanced prices are well 

- ’ »—— | pected to shown an increase over last | maintained. A further rise is expected. 
Prices are unchanged. A satisfactory | year. Prices are unchanged. ; 
| . . . We quote from jobbers’ stocks, 
volume of business is being booked for We quote from jobbers’ stocks, f.o.b. Chicago: Best grade slate sur- 
future delivery. f.o.b, Chicago: faced prepared roofing, $2.05 per 
1 Lawn Mowers.—16-in. ball bearing, square; best grade tala surfaced, 

We quote from jobbers’ stocks, | 5-knife, 11 in. wheels, $12.35 each; $2.30 per square; medium talc sur- 
f.o.b, Chicago: 16-in., ball bearing, 4-knife, 10%-in. faced, $1.70 per square; light talc 

Hay Fork Handles. — Straight, wheels, $10 each; 16-in. plain bear- surfaced, $1.95 per square; red rosin 
chucked and bored, best grade, 4% - ing, 4- knife, 19%-in. wheels, $8.65 sheathing, $62 per ton. 
ft., $4.50 doz.; 5-ft., $5.50 doz.; XX, each: 16-in. ball bearing, 4-knife, 9- . 
4¥-ft. Ps 40°: 5-ft., 4.80 doz.: X, in. wheels, $7.85 each; 16-in. plain ROPE.—The demand continues good 

Yo-ft., $2.40 doz.; 5-ft., $2.80 doz. bearing, 4-knife, 9-in. wheels, $7.35 ; ; j j 

Hay Fork Handies.—Bent, chucked each; 16-in., ball bearing, 4-knife, with both manila and sisal fiber still 
_ gee best fat with strap, 8-in. wheels, $8 each; 16-in. plain advancing—suggesting still further ad- 
errule and cap, 4%-ft., $7.50 doz.; bearing, 3-knife, S8-in. wheels, $5.85 ’ ; j 
5-ft., $8.50 doz.; XX, bent, with strap, each. ae a Sees possible. 
ferrule and cap, 4-ft., $5.50 1. 41, - Grass Catchers.—Galvanized  bot- We quote from jobbers’ stocks, 
t., $5.75 doz.; XX bent, 41% $4.50 tom, for 14 to 16-in. mowers, full f.o.b. Chicago: No. 1 Manila Stand- 
doz.; 5-ft., $5.50 doz.;: X be ai. 11, packages, $8.80 doz.; galvanized bot- ard brands, 23%c. to 25%c. per Ib.; 
ft., $3 doz.; 5-ft., $3.40 doz. tom, for 18 to 21-in. mowers, full No. 2 Manila, 22%4%c. per Iib.; No, 1 

Manure Fork Handles.—Bent, best packages, $9.60 doz.: plain bottom, Sisal, 16%c. per Ilb.; No. 2 Sisal, 

, pnagag ag = ‘ee eee ic ae’: $5.10 canvas, for 18 to 21-in. mowers, $7.60 15tec. per Ib. 

doz.; X2 ent, 4-ft., 15 doz.; 4% doz.; plain bottom canvas, for 12 to . 

ft., $4.40 doz.: X bent, 4-ft., $2.60 16-in. ‘aerenn, $5.90 doz. SASH CORD.—The demand is steady. 
doz. ; 4%,-ft., $2.95 doz. . . ‘ j Prices are firm 

gg Garcon Hoe Handles.—XX, 4%-ft., N AILS.—There is a good improvement . " . 

3.45 doz.; X, 4%-ft., $2.40 doz. : sie : We quote from_ jobbers’ stocks, 

Garden Rake WHandles.—XxX, 5%- noted in the demand, and prices have f.o.b. Chicago: No. 7 standard brands, 
it. 25 doz. X 5%-ft., $3.25 doz. been advanced $2 per ton by the mills. $10.55 per doz. hanks; No. 8, $12.10 

ove andies.— Regular pattern, T » 2 : per doz, hanks. 
XX 4%4-ft., $5.90 doz.: X. 4'-ft, $3.96 No change, however, in local prices. SASH PULLEYS.—Seles are improv- 
doz. ; D handle, best grade, $7.95 doz.; We quote from jobbers’ stocks, Pp 
om my = a f.o.b. Chicago: Common wire nails, ing. Prices unchanged. 

pade andies.—ID handle, best $3.25 per keg base; cement coated, : 

grade, $7.75 doz.: X grade, $6 doz. $2.55 per keg base. The extra for We quote from jobbers’ stocks, 
an Renan eeliante ies Sen , @9 OF 3 f.o.b. Chicago: Common sash _ pul- 

" galvanized nails is now $2.25 for 1-in. . FO a > ] 54 d : 
HANDLES, TOOL.—Sales are very ac- and longer; $2.50 for shorter than leys, 90c. doz.; barrels, ofC. dOoz.; 
ti Pri . 1-in Common Sense, 2-in., 60c. doz.; bar- 
ive. rices are unchanged. rels, 54c. doz.; No. 105, 52c. doz.; 

We quote from jobbers’ stocks, OIL STOVES. ; A: barrels, 48c. doz, 
> ane: —s - been made. A very satisfactory busi- | SCREWS.—An improvement is noted 

e s.—No. ickory, ; : . 
Sent Sin Ue Gem.: qenend akoeth ness is reported. in sales. The market is firm. 
hickory, $5 doz. ; finest selected sec- We quote from jobbers’ stocks, We quote from jobbers’ stocks, 
ond growth hickory, $6 doz. f.o.b. Chicago: Old line New Perfec- f.o.b. Chicago: Flat head, bright 

_Hatchet and Hammer Handies.— tion 2-burner stoves, $17 each list; screws, 78-10 per cent new list; round 
No. 1, 90c. doz. ; finest second growth 3-burner, $22 each list; 4-burner, $28 head blued, 76-10 per cent list; flat 
hickory, $1.50 doz. each list; new Improved New Perfec- head brass, 76-5 per cent new list: 

HINGES.—Prices are firm. The de- tion 2-burner, $22 each list; 3-burner, round head brass, 74-5 per cent new 

d . $28.59 each list: 4-burner, $35 each list: japanned, 72-10 per cent new 
mand continues good. list; Superfex 2-burner, $36 each list; list. 

We ' s’ 3-burner, $45 each list; 4-burner. fs 
nok? Se ae tenes een i830 each list. All_subject- to 30 | SOLDER AND BABBITT METAL. 
in bundles, 4-in.. $1.68: 5-in.. 81.43: per cent discount. Lots of ten or Prices are unchanged. The demand 
6-in., $1.60; 8-in., $2.70; 10-in., $4.30 a oe Pe ee ee. Leis geek. 
per doz. pair; extra heavy T hinges, : ; , 
in bundles, 4-in., $1.56; 5-in., $1.66: PAINTS AND OILS.—Prices on _ all We quote from_ jobbers stocks. 
6-in., $2.08: 8-in.. $3.56: 10-in., $5.10 h di f.o.b. Chicago: Warranted, 50-50 
per doz. pair. the leading staples are the same as solder, - per ad mt noe, ye 

; solder, per .; tinners’, - 
ICE SKATES.—Prices are the same as | !ast week. Sales are good. solder, $40 per 100 lb.: high speed 
last reported. We quote from jobbers’ stocks, babbitt metal, $20 per 100 lb.; stand- 

: f.o.b. Chicago: ard No, 4 babbitt metal, $14 per 100 

We quote from jobbers’ stocks, Linseed Oil.—Raw, barrel lots, $1.37 
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Disston No. 5% 
Try Square—all metal, 
Tempered Disston-Made 
Steel blade, nickeled stock. 
True inside and out. 


The Try Square 








Disston Adjustable 
Plumb and Level 


The Disston No. 16 is a 
popular model at an at- 
tractive price. Fitted with 
the Disston Adjustment, 
which is positive and sim- 
ple. Operated by screws 
working in wood. No 
springs to get out of or- 
der, 





Disston No. 3 Bevel! 


This bevel has patented 
Disston Lock. It sets eas- 
ily, and it stays set. A% 
turn of the thumb-screw 
locks it. No slipping of 
the blade. Nickel-plated 
iron stock, tempered steel 
blade. 





Carpenters Use’’ 








the carpenter wants— 


Is a try square as dependable 


as his DISSTON Saw 


Carpenters everywhere 
recognize a standard of 
tool quality. It is their 
Disston Hand-Saw. 


Hardware men know 
that the name ‘‘Disston’’ 
on a saw leaves no ques- 
tion to be asked. 


The DISSTON reputa- 
tion was not made on 
paper, but in workshops, 
streets, homes—in hard 
daily use, through sever- 
al generations of service. 


That is why DISSTON 
tools are profitable for you 
to sell. Profitable in their 


easy selling, and doubly 
profitable in the good will 
and the returning cus- 
tomers they make. 


The ‘‘Disston’”’ on a Try 
Square means Disston Saw 
standards of strength and 
accuracy. 


It means tempered 
blades of Disston-Made 
Steel; it means accuracy ; 
it means an assembly that 
cannot work loose; it 
means long service. 


And it means, always, 
dependable tools that sell 
quickly and make lasting 
friends. 


Henry Disston & Sons, Inc. 
Makers of ‘‘The Saw Most Carpenters Use’”’ 
Philadelphia, U. S. A. 





DISSTON 


SAWS TOOLS FILES KNIVES STEEL 
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Blair Opens Store 


T. W. Blair, under his own name, will 
shortly open a retail hardware store at 
3136 Washington Street, Jamaica Plain, 
Boston. Mr. Blair will carry a full line 
of hardware and at an early date in- 
stall a line of kitchenware. 


Simonds Establishes Ware- 
house for Atlantic Coast 


District 
The Simonds Saw & Steel Co., Fitch- 


burg, Mass., has established a sales 
and distribution warehouse covering 
eighteen states, including Atlantic 
Coast states as far South as Florida, 
as well as a light manufacturing plant 
at 1350 Columbia Road, corner of Cov- 
ington and Eighth Streets, Boston, in 
a plant recently acquired by that com- 
pany. The plant is three-story, 60 x 100 
ft., and occupies about three and one- 
half acres of land. Herman D. Horton 
is manager of the Boston plant. 





~_— 


Coaster Manufacturer 
Incorporates 


The Weghorst Steel Stamping Co., 
Alliance, Ohio, has been incorporated 
in that State for $100,000 by W. E. 
Weghorst, George R. Floyd and Clar- 
ence L. Haines, all of Alliance. The 
company manufactures coasters, scoot- 
ers, combination scooters and chairs and 
toy steam shovels, and for the past 
three years the company has occupied 
a small plant. On March 1 the com- 
pany will locate in a three-story build- 
ing, where new machinery is being 1n- 
stalled to facilitate greater production. 


Stock Carried in New York 


The Oldham-Rust Co., 57 Murray 
Street, New York City, are now carry- 
ing a well assorted stock of butts and 
hinges manufactured by C. Hager & 
sons Hinge Mfg. Co., St. Louis, Mo. 











Anchor Range to Build 


The Andes Range & Furnace Corp., 
Geneva, N. Y., plans to erect two new 
plants to permit increased production. 
The company manufactures gas ranges 
and furnaces. 


ooo 


Hardware Partnership 


Dissolved 


The partnership of Tillar-Harris 
Hardware Co., North Emporia, Va., 
was dissolved Jan. 7 by mutual con- 
sent of B. D. Tillar and J. P. Harris, 
partners and owners. Mr. Harris has 
purchased the interest of Mr. Tillar 
and will hereafter conduct the busi- 
ness as the Harris Hardware Co. 


B. G. Hubbell Dies— 
Veteran Radio Manufacturer 


Burt Gage Hubbell, president of the 
Federal Telephone & Telegraph Co., 
Buffalo, N. Y., died Jan. 24, following 
a brief illness. Mr. Hubbell has been 
called one of the pioneer organizers of 
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independent telephone systems, and has 
been an important factor in the radio 
industry. He was born in Cleveland, 
July 6, 1865. 

Mr. Hubbell is survived by a daugh- 
ter and a sister. He was a member of 
various athletic and civic clubs. 





Live Wire Specials Issued 
for January-February 


Supplee-Biddle Hardware Co., Phila- 
delphia, Pa., has issued the January- 
February, 1925, issue of Live Wire 
Specials, which is a timely illustrated 
catalog on seasonal and staple hard- 
ware merchandise. 





Electric Toll Catalog 


Black & Decker Mfg. Co., Baltimore, 
Md., has issued the 1925 edition of their 
illustrated catalog covering B. & D. 
portable electric tools and shop equip- 
ment. 


True & Blanchard Issues 
Radio Catalog 


True & Blanchard Co., Inc., Newport, 
Vt., recently issued their 1925 catalog 
and discount sheet on radio equipment 
and auto accessories. 





New Howes Catalog 


The S. M. Howes Co., manufacturer 
of furnishings, fireplace fixtures and 
supplies, Boston, Mass., has recently 
issued a new general catalog descrip- 
tive of its comprehensive line. The 
eatalog, which contains 68 pages, is 
profusely illustrated. 


G. S. Bliss Dead 


George S. Bliss, Pennsylvania State 
representative of the Rochester Can 
Co., Rochester, N. Y., died at Mayo 
Bros. Clinic, Rochester, Minn., Jan. 22, 
following a brief illness. Mr. Bliss had 
covered his territory for the last 12 
years, and was well known in the trade. 





Gallagher a Factory Agent 


Charles F. Gallagher, 126 Pearl 
Street, Boston, Mass., is now represent- 
ing in the New England territory the 
following concerns: Empire Level Mfg. 
Co., Detroit Torch & Mfg. Co., Pitts- 
burgh Shovel Co., and Forged Steel 
Products Co. He was previously asso- 
ciated with the Iron City Tool Works. 





Barrett Will Build 
New Fireproof Warehouse 


The Barrett Hardware Co. of Joliet, 
Ill., has completed plans for the erec- 
tion of a concrete and steel warehouse 


in tha city to cost approximately 


$75,000. The building will be two 
stories and basement and will have 
ground dimensions of 132 by 150 feet. 
Trackage facilities will be provided and 
the building will be equipped with 
freight elevator service capable of car- 
rying loaded automobile trucks from 
one floor to another. 


Reading matter continued on page 74 
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Coast Jobber Now Occupies 
New and Larger Quarters 


The American Wholesale Hardware 
Co., Long Beach, Cal., now occupies its 
new offices, stock rooms and distribut- 
ing plant located at 1500-1530 West 
Anaheim Street, Long Beach, Cal. 
Formal opening was held Thursday, 
Jan. 15, with appropriate entertainment 
and refreshments for the company’s 
friends and customers. 


P. A. Myers Reelected 
Union Trust Director 


P. A. Myers, president, F. E. Myers 
& Bro. Co., Ashland, Ohio, has been 
reelected a director of the Union Trust 
Co., Cleveland, Ohio. He was also re- 
elected a member of the industrial 
committee of this banking organiza- 
tion. 





Ray C. Stout Buys 
Gage Hardware Co. 


The Gage Hardware Co., Howard and 
Reisner Streets, Indianapolis, Ind., has 
been sold by H. B. Gage to Ray C. 
Stout, who will continue the business 
as the Stout Hardware Co. The Gage 
Hardware Co. has 21 years of success- 
om hardware merchandising to _ its 
credit. 


Strictly Cash Sales Policy 
Inaugurated by Canady 


B. W. Canady & Son, Kinston, N. C., 
dealers in general hardware, instituted 
a strictly cash selling policy effective 
Jan. 1, 1925. The company believes 
that this innovation will ultimately re- 
sult in reduced prices to the consumer 
and to better profits for the retailer. 





New Officers Announced by 
Wilkinson Mfg. Co. 


C. Van Zandt as been appointed 
general manager, and Charles E. 
Edgerton has been appointed treasurer 
of the Wilkinson Mfg. Co., Binghamton, 
N. Y. Both of these offices were for- 
merly held by George L. Nelson, re- 
signed. 





Hardware Dealer Shot— 
Condition Reported Serious 


Herman Richter, East Northport, 
Long Island, hardware merchant, was 
shot by a gunman when he attempted 
to prevent robbery at the Richter hard- 
ware store. Mr. Richter is in the Hun- 
— Hospital in a very serious con- 

ition. 





Butler Elected Director Buf- 
falo Chamber of Commerce 


Andrew S. Butler, president, McDou- 
gall-Butler Co., Buffalo, N. Y., manu- 
facturers of varnishes, enamels and 
paint, was recently elected a director 
of the Buffalo Chamber of Commerce 
and will serve three years. 
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The Tape-Marker Is An 
Additional Salesman 


You don’t see him, but he’s there 
in one of the strands throughout the 
entire length of every Columbian T'ape- 
Marked Pure Manila Rope. Less effort 
is required to sell the Columbian brand 
because the red, white and blue T'ape- 
Marker, containing the recognized 
Columbian guarantee, is continually 
working for you. 


Do not order your Spring Supply 
of Rope until you learn more about 
the T'ape-Marker and how it helps you 
sell more Rope. Write for literature 
concerning Columbian Products and 
ask for a sample of Columbian Rope 
showing the T'ape-Marker. 


- 


—s 





Columbian Rope Company 
352-80 Genesee Street 
Auburn, “The Cordage City,’’ N. Y. 
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Branches: New York Chicago Boston New Orleans 








: "GUARANTEED ROPE © = Qin *S 
gue 4 QuencorymBian. ROPE. CO_avovan 6 aD 


jw VER E'S SS Oe ve 








74 HARDWARE AGE 


February 19, 1925 








The Cost of the Traveling Salesman 


(Continued from page 49) 


nation. I had it all thought out in advance. If I had 
been waked up at night and told that one of our most 
successful salesmen had quit, I could have instantly 
given the moves to be made to fill his place. Some- 
times these moves might involve changes on two or 
three territories because, as far as possible, as a mat- 
ter of justice and fairness, I always attempted to move 
up salesmen to good territories as a reward for suc- 
cessful effort on poorer territories. 

Then, in our business, we used a large number of 
special salesmen. We had special cutlery salesmen, 
special sporting goods salesmen, special builders’ 
hardware salesmen and even special tool salesmen. 
These men traveled with our regular salesmen and 
we had an arrangement by which the cost of their 
salaries and expenses was borne by the regular man, 
not in proportion to the number of days they spent 
with the regular, but in proportion to their results 
in sales and profits they made with the regular. In 
other words, if a special salesman spent two weeks 
with the regular and did not sell anything, then and 
in that case, all of his salary and expenses were borne 
by the house. If, however, he did sell and there were 
profits, then the regular salesman had to stand his 
share of the cost of this special. 

As a result of this system, the regular salesman 
could not say to us: “No, I do not wish any special 
help. These special men are no good. They will cost 
me a lot of money and I will not make enough out 
of them to make it pay.” With our system, it was: 
“Heads, I win; tails, you lose” with the regular man. 
He was sure to win and consequently, he could not 
work the idea of the exclusive ownership of his terri- 
tory and all of his customers on us. We believed in 
cooperation between the house and the salesman. We 
believed the salesman had a right to say something 
about the working of his territory, but we also be- 
lieved that the house also had something to say on 
the same subject. This system discouraged salesmen 
from carrying their territories in their vest pockets, 
but these special salesmen did cost money and this 
cost had to be charged up to the regular salesman. 
Naturally this increased the cost of salesmen. 

I always believed that the only way to sell goods of 
the right character—goods that pay a fair and rea- 
sonable profit—was to carry samples. In order to 
provide salesmen with samples, there must be sample 
cases—silk and plush lined rolls for cutlery; attrac- 
tive special cases of various kinds for various lines, 
etc. When I was a sales manager, a salesman did not 
last very long who did not show samples. It is a 
simple matter to study orders from day to day and 
see whether a salesman is selling from his samples 
or not. All this takes is a little study of the order. 
Any bright girl can do the work. 

In this connection, I might even say that we worked 
constantly with our salesmen, not only to show sam- 
ples, but to turn through the pages of their catalogs 
with each customer. Whether a salesman sells by 
catalog or not is clearly indicated on the order by 
the run of the items. If the items run according to 
the catalog, he is selling by turning pages. If they 


' In person. 


hop, skip and jump all over the line, he is not. The 
rapid-fire salesman—the man who is “making time”— 
does not turn through the pages of his catalog nor 
does he show samples. Of course, I can hear the 
chorus of protest against this—‘“In these days, how 
can we persuade the retail hardware merchant to 
turn through the pages of our catalogs? He won't 
take the time.” All I can say in reply to this is that 
in almost every territory, one salesman has his cus- 
tomers turning through the pages of his catalog and 
buying their regular monthly sorting-up orders. Other 
salesmen of the quick-firing type are taking a few 
items from the want list and then making their get- 
away. The successful salesman, however, is the man 
who has the peculiar qualities that lead his customer 
to know when he arrives that it means a thorough 
going-over of the entire stock, which includes not 
only the want book but the salesman’s catalog, also 
an inspection of the line of samples carried that trip. 

Now, the point of all this is that sample cases cost 
money. Samples sent to the salesmen are usually 
given away, lost or passed around among their rela- 
tives. Any house that carries salesmen’s samples and 
sample cases as an asset is making a mistake. Sam- 
ple cases and samples should immediately be charged 
up to expense. Naturally they should be charged to 
the cost of the salesmen. 

I maintain that in building up a business in a job- 
bing way on lines of goods on which the profit is 25 
per cent, the cost of salesmen’s selling expenses of 8 
per cent is not excessive, nor, what is of more impor- 
tance, do I believe a business can be built up as J 
have outlined above at a lower cost. 

My jobbing friend, in the above letter, writes: 

“The average total cost of the house and traveling 
salesmen of all those houses (126 hardware jobbers) 
was about 4% per cent and the average cost of all 
those houses for their road salesmen a trifle over 3% 
per cent.” 

Now, let us see exactly what 31% per cent means. 
Suppose a road salesman sells $100,000 worth of goods 
This means he would receive $3,500 for 
his salary and traveling expenses. We all know how 
hotel bills, railroad fares and other traveling expenses 
have advanced in the last ten years. Let us put this 
salesman’s annual expenses down as $1,800—$150 
per month. This is $5 per day. Traveling in a large 
territory, visiting the larger cities, a salesman could 
not travel on this basis. It would cost him not less 
than $200 per month, but of course in the smaller 
towns and in short territories, hotel bills and trans- 
portation costs are lower. This would leave $1,700 
for the salary of a salesman selling $100,000 per 
annum. My friends in the jobbing trade may be 
able to hire men to sell that quantity of goods for this 
salary, but I wish to say frankly, from my own ex- 
perience—and I am still hiring traveling salesmen— 
that I cannot see how it can be done. Of course, if 
the salesman sells largely of staple and unprofitable 
goods, possibly his services are not worth over 31% 





(Continued on page 89) 
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“CAMBRIA 
FENCE 


You Can Rely on Cambria Fence 


EALERS and Jobbers can rely on CAMBRIA FENCE. It is 
a strictly high-grade product, manufactured with care. From 
the mining of the ore to shipping the finished roll, every step in its 
manufacture is controlled by the Bethlehem organization. This 
means uniformity in construction, quality and long life. 
CAMBRIA FENCE is a hinge joint fence—the kind that is in 
greatest demand. It is strong, serviceable, and economical to buy. 
There is a style to meet any requirement of the user of field fence. 


1925 promises to be a good fence year. CAMBRIA FENCE will 


be well advertised in the farm papers. You can stock it with con- 
fidence in its quality and assurance of satisfied customers. 
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DEALERS: If you are not handling CAMBRIA FENCE, and are in- 


terested, get in touch with your jobber or write us direct for information. 


Other Bethlehem Wire Products include: Fence 
Staples; Wire Nails; Barbed Wire; Plain Wire; 
Galvanized Wire; Bale Ties; Barbless Twisted Wire. 


BETHLEHEM STEEL COMPANY General Offices: Bethlehem, Pa. 


ei York Philadelphia Washington Buffalo Chicago Cleveland St. Louis Seattle 
Sales Offices : Baltimore Atlanta Pittsburgh Detroit Cincinnati San Francisco Los Angeles 


BETHLEHEM 
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National Chamber Joins in 


(Washington office ef HARDWARE AGE) 

Tee bill raising the salaries of 

postal employees and providing 

the necessary revenue by postage 
increases aggregating some $61,000,000 
was railroaded through the House dur- 
ing the past week and sent to the Sen- 
ate. At this writing a motion is pend- 
ing to substitute for the House bill the 
Senate measure which passed that body 
a fortnight ago leaving it to the con- 
ference committee, representing the 
two houses, to harmonize the diverse 
provisions of the two bills. 

In putting this very questionable 
measure through the House the leaders 
were obliged to resort to whip and 
spur tactics. Consideration of the bill 
was had and its passage effected under 
a special order which not only limited 
debate but prevented the adoption of 
an amendment of any kind. 

So drastic were the methods em- 
ployed in jamming this bill through 
that Representative Moore of Virginia 
declared that the rules of the House 
should be modified so as to prevent the 
railroading of measures without amend- 
ments except possibly during the last 
six days of the session. This declara- 
tion was applauded to the echo and 
may be productive of good results in 
the new Congress. 


Criticizes Rates of Bill 


While the bill passed the House by 
a large majority it did not escape 
searching analysis and sharp criticism. 
Representative Ramseyer of Iowa, one 
of the closest students of post office 
statistics in Congress, discussed the 
second class and fourth class rates of 
the bill from the standpoint of an ex- 
pert, saying in part: 

“T do not object so much to the rates 
on second class matter. Maybe they 
are fair but at best they are a mere 
guess. 

“T have been urging before the joint 
subcommittee and our committee on the 
post office and post roads that the 
subject of postal rates on second-class 
matter, which has been the subject of 
bitter controversy in Congress for 
years, should receive the same treat- 
ment as the rates on parcel post, to 
wit, that that matter should be re- 
ferred to some non-political expert 
commission for adjudication. We will 
never have peace between the publish- 
ers and Congress until that matter is 
so referred. 

“As I stated before, the rates on 
second-class mail subject to zone rates 
are a guess. Those rates in the first 
and second zones are increased 50 per 
cent and are put into effect within 60 
days after this bill becomes law. 


Publishers Should Have Notice 


“In fairness to the publishers, whose 
subscriptions are sold for a year or 
more and with advertising contracts 
covering months, they should have more 
time to adjust themselves to these in- 








creases. The same applies to users of 
other classes of mail. I am strongly in 
favor of making the Post Office De- 
partment self-sustaining, but in bring- 
ing this about we should be fair to the 
users of the mail. 

“As to the fourth-class matter, the 
users of the parcel post would be better 
satisfied with the action of a nonpoliti- 
cal commission than a body like this. 
They will not take kindly to a change 
in parcel-post rates in any event, but 
if the rates are increased by a non- 
political expert body the users of the 
parcel post would accept it with better 
grace, even though higher, than if this 
body fixes them. Second-class matter 
should be referred in a similar manner 
to a non-political expert body. 


Only Ask Fair Consideration 


“I asked the publishers that appeared 
before the joint subcommittee, nearly 
every one of them, if they were ready 
to subscribe to the policy that the pub- 
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Fight for Price Protection Law 


lication they represented, which, of 
course, did not include the free in coun- 
try publications and the religious, edu- 
cational, and so forth, publications, if 
they were willing to subscribe to the 
policy that their publications should 
pay the Government the cost of han- 
dling their mail. Nearly every one of 
them subscribed to the policy if it could 
be referred properly to a body that 
would consider that proposition on its 
merits and free from political consid- 
erations.” 

While at the present stage of the ses- 
sion it is possible for a very small band 
of filibusters to prevent action on any 
measure, the impression is now gaining 
ground that the present bill will be 
permitted to go through and become a 
law as a temporary measure to be 
superseded early in the new Congress 
by a permanent statute predicated upon 
a careful investigation in connection 
with which all interested parties will 
have an opportunity to be heard. 





Change in Taxation Method Proposed 


up the membership of the Cham- 

ber of Commerce of the United 
States will begin voting this week on a 
referendum to fix the chamber’s atti- 
tude on three recommendations look- 
ing to reform in taxation methods. 
These specific proposals on which a 
vote is asked are: 

1. The Federal Government should 
always refrain from imposing estate 
or inheritance taxes. 

2. The estate tax now levied by the 
Federal Government should be _ re- 
pealed. 

3. There should be an organization of 
representatives of the States and of the 
Federal Government to coordinate na- 
tional and state systems of taxation. 

Some of the more important items 
called for in the National Chamber’s 
general taxation policy, as at present 
constituted, are as follows: 

Repeal of remaining war excise taxes 
with any needed revenues obtained 
from a sales tax. 


Would Cut Surtaxes 


Further readjustment of income sur- 
taxes for the purpose of making them 
more fruitful in revenue by bringing 
back into productive and tax-yielding 
enterprise large amounts of capital 


Bou ESS organizations making 





which have been diverted into invest- 
ments the income from which is free 
from federal taxation. 

Future issues of federal obligations 
should have their interest subject to the 
federal tax. 

Prompt and conclusive settlement of 
tax liability should be assured to all 
persons who act in good faith. 

Income tax should not, in times of 
peace, be payable until the amount has 
been finally decided and this amount 
should be subject to later revision only 
in case of fraud. 

Administration of federal income 
taxes should be so decentralized that a 
taxpayer may have opportunity for 
prompt initial decision of questions be- 
tween him and the Government without 
necessity and expense of a trip to Wash- 
ington. 

A court of tax appeals, independent 
of the Treasury Department, should be 
set up with such procedure and juris- 
diction as to assure an early and im- 
partial decision upon substantial ques- 
tions. 

American citizens resident abroad 
should not be subject to the federal tax 
upon incomes derived abroad and not 
remitted to the United States. 

The publicity provisions of the in- 
come tax law should be repealed. 


-) 





Southern Hardware Firm 
Changes Name 


Brown-Rogers Co., Winston-Salem, 
N. C., announces that the company 
name will be changed to Brown-Rogers- 
Dixson Co. on and after Jan. 9, 1925. 
It is stated there will be no change in 
management or policies of the business. 





Paint Booklet Ready 
for Distribution 


H. J. Miller, Chicago branch man- 
ager of the McDougall-Butler Co., Inc., 
Buffalo, N. Y., has prepared a booklet 
entitled “A Treatise on McDougall- 
Butler Colors in Oil.” It’s a very in- 
structive story on paint. 
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Nearly 200 Attend New 
England Banquet 


Approximately 190 members and 
guests attended the thirty-second an- 
nual banquet of the New England Iron 
and Hardware Association, Thursday 
evening, Jan. 29, at Hotel Somerset, 
Boston. Charles A. Haines, Dodge- 
Haley Co., president of the association, 
presided. 

Guests included Frederic W. Cook, 
secretary of Massachusetts, who repre- 
sented the governor; Hon. John C. 
Hall, speaker house of representatives 
ot the State; James T. Williams, Jr., 
editor-in-chief Boston Transcript; Hen- 
ry Cabot Lodge, grandson of the late 
Senator Henry Cabot Lodge; Rev. 
George Hale Reed, and Denis A. Mc- 
Carthy, humorist. Hon. Samuel L. 
Powers, who has acted as toastmaster 
at the association’s annual dinners for 
a great many years, again officiated. 

Mr. Williams stated that he always 
has maintained great interest in the 
hardware business because he went 
through college on the earnings of his 
father, who was engaged in the hard- 
ware business thirty-six years at Green- 
bush, S. C. Mr. Williams’ father is 
79 years old and enjoys good health. 





He retired from the hardware business 
quite a few years ago. In writing to 
his son, in connection with Mr. Wil- 
liams’ invitation to attend the dinner, 
the elder Mr. Williams said that in his 
opinion that of all the lines of business 
the hardware is the most attractive. 
Mr. Williams, who is a student of in- 
ternational affairs and of domestic po- 
litical economy, confined his talk largely 
to five attempts that he said have been 
made since the war to change the form 
of our government. 

Mr. Hull gave an interesting sketch 
of the workings of the Massachusetts 
government, going into considerable de- 
tail as to sums expended and method of 
arriving at fixing the tax rate each 
year. The State is operated on a budget 
system and pay-as-you-go basis. Mr. 
McCarthy’s talk was highly amusing, 
being in the lighter vein. 

William H. Bowe was chairman of 
the entertainment committee, being as- 
sisted by George J. Mulhall, secretary 
and treasurer of the association. F. 
Marsena Butts, Butts & Ordway Co., 
was chairman of the reception com- 
mittee. 





Madsden Again President 
Perth Amboy Firm 


I. T. Madsden has been reelected pres- 
ident and treasurer of the Perth Am- 
boy Hardware Co., Perth Amboy, N. J. 
S. G. Levine and W. O. Reinhart were 
elected vice-presidents and R. D. Howell 
was elected secretary. 

Mr. Madsden has been at the head of 
the company since 19138, and has been 
very active in business, civic and phil- 
anthropic movements. Mr. Levine has 
been secretary for the past 10 years. 
He joined the company in 1909 as a 
clerk. Mr. Reinhart came to the com- 
pany in 1919, after having been in the 
pars supply business for 22 years. 

r. Howell started as a clerk the time 
the company was organized. He has 
worked through various departments, 
and was made assistant secretary in 
1917. 

Mr. Madsden and Mr. Reinhart are 
also president and vice-president re- 
spectively of the Plainfield Plumbing 
Supply Co., Plainfield, N. J. 





Cantilever Wrench Manufac- 
turer Reorganizes Company 


The Cantilever Wrench Corporation, 
354 Mulberry Street, Newark, N. J., has 
taken over the assets and liabilities of 
the Cantilever Wrench Co., Inc., manu- 
facturers of Cantilever reversible and 
ratchet chain type wrenches. 

Officers of the company are: W. E. 
Cooke, president and treasurer; A. B. 
Cozzens, vice-president and _ general 
manager, and F’. J. Carnelli, secretary. 

The new company will continue to 
manufacture Cantilever wrenches. 





Kibell Is Advertising Manager 
Republic Varnish Co. 


F. C. Eibell has been appointed ad- 
vertising manager of the Republic 
Varnish Co., 201 Thomas Street, New- 
ark, N. J. He will have charge of ad- 
vertising, sales promotion and publicity 
work and will spend the greater part 
of his time developing a dealer service 
department in connection with the 
newly formed trade sales division of 
this company, which is in charge of 
W. B. Casperfield, manager. 

Mr. Ejibell was formerly connected 
with the advertising department of the 
nn & Towne Mfg. Co., Stamford, 

onn. 





$2,016,560 in Radio Sales 


Freed-Eisemann Radio Corporation 
announces sales for the last quarter of 
1924 (Oct. 1 to Dec, 1, 1924) of $2,016,- 
560.36 on neutrodyne receivers under 
the Hazeltine patents. 





Smith Bros. Will Erect 
Six-Story Building 


The Smith Bros. Hardware Co., Co- 
lumbus, Ohio, general hardware job- 
bers, will erect a six-story building on 
the southeast corner of Poplar and 
Fourth Streets. The site measures 
150 feet by 439 feet. The building 
proper will be 140 feet wide and 220 
feet deep. There will be three freight 
elevators and one passenger elevator. 
Spiral conveyors will be used for con- 
veying merchandise to the different 
floors. 

It is expected that the building will 
be ready for occupancy Dec. 1, 1925. 
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Both Hot Air and Hot Water 
Heating Systems Used 


- Automutic Ventilation. Moisture 
and Heating Regulation. RELIABLE 
dealers find the Reliable Incubators 
most satisfactory and profitable to 
sell for several reasons: 1: Our com- 
plete line of various sizes, both heat- 
ing systems, to meet every need. 2: 
Best materials, construction and 
workmanship. 3: Ease of operation 
and possessing every convenience of 
modern incubation. 4: Maintains a 
positive uniformity of temperature ! 
Ni with a constant even circulation of 
pure, fresh air. 5: Correct heating and 
hatching temperature and moisture 
in all climates. 6: Double enclosure 
i heating system utilizes heat from 
lamp in two ways—an absolute guar- 
antee against sudden chills. 7: Has 
an abundant nursery space. 
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RELIABLE Standard 
Blue Flame Hover 

The Leader of them all. A wick- 
less, oil heated Colony Hover. 1925 
4 pattern made to meet 
every demand of poul- 
trymen—largeorsmall. 
Fully explained in the 
a 6=CsdRReliable Sales book. 
An unusual seller. 


RELIABLE | 
4 Standard 







using our own brooder stove with im- 
“i proved feed pouch, increasing coal capa- 
city. Burns both hard and soft coal with 
equa! success. Accurate and dependable 
heating regulation. Self cleaning. No 
clogging. Self ventilating canopy, main- 
taining pure, fresh, warm air, insuring 
healthy chicks. The Dealer’s Favorite. 

Our RELIABLE Incuba- 
tors, Brooders, Hovers, Poul- 
try Appliances and Fix- 
tures are backed by our 
positive guarantee. 

43 years at it 

Write tonight for the 
RELIABLE Sales Book, 
Dealer Terms and Prices. 
Your salesmen will be 
greatly helped by our 
literature. 

RFLIABLE INCUBATOR & BROODER Oh 
“9 2806 Chestnut St. QUINCY, ILL, U.S.A a4 
Reliable Because right 
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VERY time a New Improved Gillette 
user lifts his razor for a down stroke 
there are three definite reasons why his 
blade will leave a smooth, beardless path. 


Four million men already know these 
three reasons, but there are still over 27 
million men who don’t. A lot of these 
fellows live right in your town—they’re 
your customers! Tell them these three 
reasons and you'll make a nice profit sell- 
ing them New Improved Gillette Safety 
Razors. 


GILLETTE SAFETY RAZOR CO. 
Boston, Mass. 


What are these Three Reasons? 
Your name on a postcard and 
you'll soon know the road to 


The New —— eee 
































ff Magnetized CHRADE Q)AFETY 
to Pick Up Needles Push Button Knife 


This feature appeals strongly to a ‘ No Lr CaRing of 
every woman and is selling thou- a OL oe Tia US 


sands of our Auto Magnetic 
Shears. 

They also pick up many dollars 
for dealers as their sales are con- 
tinuous—one pleased customer 
tells another. 

Made with a Patented Tempered 
Steel Spring between blades. This 
spring holds blades in_ perfect Safet 
alignment and the shears cut sharp Tock” 
and true to the extreme point. 

No adjusting necessary as the 
Spring is held securely in place 
by a special steel screw head pivot. 

Specially hardened cutting 
blades—a bright silver nickel-fin- 
ish insideg and outside are other 
features which make rapid, steady Sure to sell on sight. 
sales. Absolutely safe in pocket and in use. 

No. 7500 Samples promptly sent for inspection or convenience you can’t beat iv 
6”, 7”. 8” & 9” and prices quoted for any quantity. ) Pi operated with one hand. 
The safety slide locks the button. 
You can't afford to be without it. 


EVERSHARP SHEAR COMPANY [ill | 


2000 Knowlton St. | 
BRIDGEPORT, CONN.,U.S.A._ scnrade Cutlery Co. 


SCISSORS AND SHEARS Factories: Walden, N. ¥Y.. Middletown, N. Y. 
alden, N. Y. 


FOR ALL PURPOSES Main Office: W: 
5 . | ORDER THROUGH YOUR JOBBER OR DIRECT 
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AGeerwnlione of a Culley Ailedinin 


How Pocket Knives Are Made 


By JOHN CASSIN—A Man Who Knows 


NE of the many pleasant and gratifying things 
about my job is that I am daily meeting whole- 
sale and retail salesmen and merchants, nearly 

all of whom are interested in and desire to know more 
about cutlery. While I have always found cutlery to 
be an interesting topic, it is since the start of this 
series of cutlery articles that I have fully appreciated 
the extent of the desire of the people in the hardware 
business to know more about this interesting part 
of their business. 

There is a demand for more knowledge about cut- 
lery—knowledge and information about a product 
creates sales—the people who sell the most of every- 
thing are those who know the most about their mer- 
chandise and how to distribute their knowledge. 

In the August 28 issue of HARDWARE AGE Mr. 
John M. Tawnley hits the nail on the head. He says 
“Distribution of Knowledge Is the Biggest Merchan- 
dising Problem To-day.” In conclusion he says: 

“We find the best way to distribute knowledge is 
through our salesmen. What you have to tell any one 
seems to soak in better if spoken by word of mouth. 
The printed word helps a lot but it really takes per- 
sonal contact to get things across with thorough un- 
derstanding. That’s the reason I cannot help believ- 
ing that the personal contact system through whole- 
saler and retailer is the most economical and efficient, 
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but it means the necessity of constantly sharpening 
the tools, that is, better educating the salesmen so 
that the true story comes through to the ultimate con- 
sumer.” 

If the sellers (wholesale and retail) receive more 
information and merchandising suggestions about the 
staples of the cutlery industry; pocket knives, shears, 
shaving utensils, table and kitchen cutlery, it will be 
but a short time before the value of cutlery to the 
hardware business will be appreciated. Pocket knives 
occupy a unique place in the cutlery business—wher- 
ever you find a merchant selling freely of pocket 
knives you usually find that merchant sells good quan- 
tities of other cutlery, yet the majority of sellers 
have known little about pocket knives—these tools 
and pocket companion pieces have been traded in with 
little thought of their comparative value. 

The following shop practice schedule and brief re- 
view of manufacturing operations give a comprehen- 
sive idea of the amount of care and skilled workman- 
ship required to produce good pocket knives. 


PART ONE Marked for drilling and 


Operation on Springs —— 
Steel pickled Dropped 
Pressed Filed 
Tumbled Bunched up 
Leveled Hardened 





OTICE how price tags are featured in connection with this cutlery display of Senger & Heller, Pon- 
tiac, Wis. Through “Main Street Merchandising” methods, this progressive company has developed 


its cutlery sales to very satisfactory proportions 
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The Manufacture of Pocket Knives 








HE illustrations and 

reference to the sched- 

ule of operations in 
knife making will permit 
you to form a very ac- 
acurate idea of the great 
amount of detail and time 
of skilled labor required 
in the manufacture of 
good pocket knives. 


Space will not permit of 
illustrating each process. 
So starting with the back- 
bone of the knife there are 
three illustrations of the 
processes that springs go 
through. By reference to 
the chart you will note 
there are actually 18 pro- 
cesses or 19 handlings. 
The next part is the life 
of the knife—the blade, 
of which we illustrate four 
of the 23 processes. 








The next series of oper- 
ations is on the cover 
scales, of which are il- 
lustrated five of the 31 
operations. 





Next comes the center 
scale with three illustra- 
tions of the seven opera- 
tions. Of the assembling 
there are shown eight of 
the 31 handlings or opera- 
tions, and of the finished 
pocket knife four of the 
25 necessary handlings or 
operations. If one will 
follow the operation chart 
up to the point of each 
illustration, and then be- 
tween illustrations, they 
will have a very clear 
conception of how pocket 
knives are made. If while 
doing this you will keep 
before you the picture of 
an intelligent skilled 
artisan, you will there- 
after have a fuller appre- 
ciation of the value and 
work of the wonderful 
pocket knives being made 
in the United States. 


OT 








Various stages of manu- 
facture are illustrated 
herewith as follows: 1— 
Sheet metal from which 
head spring is blanked 
out; 2—spring inside and 
ends polished ready for 
assembling; 3—center 
scale— sheet metal and 
scale blanked out; 4— 
pocket spring sheet metal 
and spring blanked out: 
5—spring with inside and 
ends polished ready for 
assembling; 6—center 
scale—raised and dressed 
ready for assembling: 7— 
linings and bolsters—bol- 
sters drop forged and 
blanked out; 8 —shield 
blanked out: 9— metal 
scale cut, pierced and bol- 
sters riveted on: 10—bol- 
sters and linings trimmed: 
1li—leveled, shaped and 
stagged; 12—dyed; 13— 
covering matched to lin- 
ing and riveted on: 14— 
shield riveted on marked 
side—scale and notch cut 
ready for assembling. 











(See chart on page 83) 












Reading matter continued on page 82 
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“HAMMER 


BRAND” 
POCKET KNIVES 


Our best Advertisement is our 
Product. 


“Hammer Brand” Pocket Knives 
are made of the best materials ob- 
tainable, by skilled Artisans work- 
ing unhurriedly under the old-fash- 
ioned plan o Quality first. In 
“Hammer Brand” Knives you get 
the essential that makes good 
knives possible—S K I L L e D 
WORKMANSHIP. 


Our best method of Advertising is 
assisting our Distributors to ac- 
quaint their customers with the 
worth of “Hammer Brand” Knives 
and how to effectively use the Sales 
. Helps we supply. 








NEW YORK 
KNIFE CO. 
Walden, 


New York 
U.S.A. 





“AMERICAN and BEST” 





The Prestige of Quality. 


(YILLER% 3 RAND 
POCKET KNIVES 


are 











The Miller Bros, Cutlery Co. 


Meriden, Conn. 








Every customer for a knife is a cus- 
tomer for the 






Display them with 
your cutlery! 


ACE HARDWARE 
MFG. CORP. 


Philadelphia 
Chicago San Francisco 





CHALLENGE. 
Pocket Knives 





Discriminating buyers are confident that with the 
CHALLENGE line of POCKET KNIVES they are 
getting the UTMOST IN SATISFACTION. CHAL- 
LENGE KNIFE construction represents expert work- 
manship and materials of quality. 


CHALLENGE CUTLERY CORPORATION 


Bridgeport, Conn. 











9 . 
There’s a Mine 


of Information 


vitally-important facts, live mer- 
chandising ideas and sales-produc- 
ing methods in HARDWARE AGE 
each week. Make it a habit to read 
your business paper regularly and 
thoroughly. 














No. 109 Scraping Knife 


Well Made—Popular Price 
Send for Catalogs 
Lamson & Goodnow Mfg. Co. 


Factory: Shelburne Falls, Mass. 
New York Office—36 Warren St. 
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Tempered Taken back to cutler ready PART FOUR Slope off bolster 

Straightened to put in knife Operations on Center Scale Open blade 

Inspected a _ ony oe — 

R h glazed > ; ough bu andle 
eelued FARE tana Pierced Gloss buff handle 


Fine glazed 

Do ends 

Colored 

F lashed 

Ready to go in knife 


PART TWO 
Operation on Blade 


Steel pickled 

Pressed 

Forged and nail mark 
put in 

Marked for drilling 

Drilled 

Tumbled 

Milled 

Cropped 

Tang laid on 

Hardened 

Tempered 

Inspected 

Ground 

Taken to stock room ready 
for cutler 

Squared 

Fine glazed front and 
back square 

Colored front and _ back 
square 

Do ends 

Back glazed and colored 

Taken to finisher to do 
mark side tangs 

Taken to marking room to 
have tang stamped 

Taken back to finisher to 
have side colored 


Some Fundamentals 


Operation on Scales 


Blank bolsters 

Drop bolsters 

Anneal bolsters 

Pickle bolsters 

Drop bolsters second time 

Clip bolsters 

Cut brass up 

Pierce hole in end to put 
on bolster 

Drop bolster on 

Trim through die 

Taken to stock room 

Taken to matching room 
where cover is put on 

Seales pierced 

Bolsters drilled 

Shouldered 

Dished 

Cover matched on 

Pine hole drilled 

Pin on with wire 

Riveted 

Middle hole drilled 

Shield pin on and rivet 

Inspected 

Taken to stock room ready 
for cutler 

Counted out to cutler 

Edges glazed 

Edges fine glazed 

Pin head taken off 

Bolster hole counter sunk 

Inside of scale buffed 

Ready tc put together 


Taken to stock room ready 
for cutler 

Counted to cutler 

Edges glazed 

Sides buffed 

Ready to go in knife 


PART FIVE 


Operation: Knife Put Up 
and Handle Finished 


After all parts are got 
up, cutler takes mark 
side scale in left hand; 
puts wire through middle 
hole of scale; puts pocket 
spring on first then center 
and two end springs and 
pile side scale and drives 
wire down. 

Put in pocket blade 

Let kick in 

Rivet middle pin 

Rivet bolster pin 

Grind backs down 

Dry fine backs 

Grease fine backs 

Slack blade off so they 
will walk and talk 

Let blades back in place 

Straighten blades 

Haft handle 

Take pin heads off bolster 

Glaze bolster 

Fine haft handle 

Fine glaze bolster 

Shut blades down and do 
ends 





Buff edges 

Rough buff slope 

Gloss buff slope 

Color backs 

Brush joints 

Brush inside 

Cutler’s work inspected; 
wiped off 

Taken to wareroom 


PART SIX 
Operation: Blades Finished 


Put papers on handles 

Blades whitened 

O’er glazed 

Glazed getting ready to 
polish 

Glazed ready to polish 

Swages glazed 

Swages colored 

Nail mark cleaned and 
blade wiped off 

Polished 

Buffed on pile side 

Oiled 

Taken to wareroom 

Inspected 

Edges set 

Cleaned 

Inspected 

Taken to buffing room 

Blade backs colored 

Blades turned down 

Backs colored 

Scales and bolsters buffed 

Inspected 

Wiped off 

Tissued up 

Boxed ready to ship 


of a 
Successful Cutlery Department 


By Jack A. Stoll 





ei he > in a town of between twenty and thirty thousand in- 

habitants, this store does an annual cutlery business of $15,000,” 
says Mr. Stoll, in describing one store of his acquaintance. This particu- 
lar cutlery department started inauspiciously but soon developed into 
something worth while through the “Main Street Merchandising” methods 
which Mr. Stoll describes in this article. 





OME years ago, while I was a jobber’s sales- 
man, a very good customer and life-long friend 
started to branch out with a chain of hardware 

stores. I succeeded in receiving the opening order 
for practically all of his initial stock of hardware, 
but his cutlery order, in proportion to the amount 
of hardware bought and to the layout of his store, 
was ridiculously small. I mean by this he wanted 
to buy the very cheapest lines of cutlery and in 
small assortments, while in the other departments 
he was stocking well-known lines of the highest 


quality. I have never been an order padder, nor 
did I send a man anything he did not buy with the 
exception of twice, and both times it was for his 
personal benefit. 

This young man had recently passed through a 
trying experience due to the unexpected death of 
his father, therefore not in a frame of mind to 
realize all the requirements of a first-class hard- 
ware store. The opening announcements were pub- 





(Continued on page 84) 
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The M anufacture of Pocket Knives 
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This chart should be studied in connection with chart appearing on page 80. 15, Spey blade, blanked 

out; 16, Forged and nail mark sunk; 17, Sides ground and blade shaped; 18, plate glazed; 19, Punch 

plate blanked out; 20, Punch formed and pickled; 21, Tangplate for a punch blanked out; 22, Punch 

plate finished ready for assembling; 23, Spear plate blanked out; 24, Forged and nail mark sunk; 25, 
Polishing; 26, Ready for assembling; 27, Assembled knife ready for finishing 
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NONE BETTER. 
@ Socket Wrench Sets 








Sell the Set 
that Sells 
and Sets! 


Combination Set 


Consists of a No. 3 set—6 sockets, 
accurately machined and properly 
tempered, and L type handle in handy 
hinged black enameled steel box— 


and a No. 200 Speed Brace. 





No. 200 S 





No. 201 


Sets 
packed individual boxes, 
ten sets to carton; both 
boxes and cartons hand- 
somely labeled for dis- 
play purposes. 


No. 3 Set—Six sockets— 
sizes 74”, 34”, 11/16”, 5%”, 
9/16”, and 44”, and L type 
14” hex steel handle in 
hinged steel box. Ten sets 
to display carton. 


No. 5 Ratchet Handle— 
Handy and husky; reversi- 
ble. Adapted for use with 
any NONE BETTER 
socket. 


No. 200S Speed Brace— 
Rugged; ideal in combina- 
tion with any NONE BET- 
TER Socket Set. Especial- 
ly convenient as rim wrench. 
Ten to a carton. 


No. 201—Similar to the No. 
3 Set, but more complete; 
consists of eight sockets— 
sizes -. %", 3%,”, 11/16”, 5%", 
9/16”, 1%”, 7/16"—a screw 
driver socket, and L type 
14” hex steel handle in 
hinged black enameled steel 
box. Ten to a display car- 
ton. 


Sold Through Jobbers Only 
Write for complete catalog 


The New Britain Machine Co. 


2 
New Britain 


198 Chestnut Street 


Connecticut 


lished in all the local newspapers. It was under- 
stood I was to be at this man’s store for four days, 
previous to and during the three-day opening fes- 
tivities, to help him arrange his stock and take care 
of some of the entertaining committees, so in prep- 
aration I filled two sample trunks with A-1 cutlery. 
From the house I hunted up a cutlery specialty 
salesman who had traveled with me for a number 
of years and brought him to the opening. (Sales- 
men please bear in mind these two trunks of goods 
were charged to my personal account and not to 
the customer). The night before the opening I 
asked for the keys of the store, expressing a wish 
to go back and make sure everything was in tip-top 
shape. My hotel was located three doors below the 
store, and by aid of a couple of porters, the cutlery 
salesman and myself, we succeeded in placing con- 
tents of the two trunks on sample, first being 
obliged to rearrange every show case in order to 
make room for the additional stock and to be able 
to display it advantageously. The specialty sales- 
man was scheduled to sell household cutlery and I 
to handle pocket cutlery and razors. We sold dur- 
ing those three opening days better than $500 
worth of cutlery per day. Out of this there were 
18 dozen straight razors, 36 dozen scissors and 
shears and 250 sets of coco-bolo handled kitchen 
knives and forks. Each and every customer that 
started out of the door was approached by one of 
us about cutlery. Not so often does a customer 
come in with the intent to purchase cutlery as they 
do for nails or paint, and it’ required some little 
effort to interest them. 

This store today in a town of between twenty 
and thirty thousand inhabitants does an annual 
cutlery business of $15,000. 

There are a few textile mills, a couple of large 
packing plants and numerous other outlets for some 
kind of cutlery in this vicinity. In his cutlery 
department he keeps an index file card case of every 
shear, knife or razor sold. This has been done for 
two reasons: First, when a customer makes a pur- 
chase of cutlery of any description a card is filled 
out bearing name of purchaser, quantity, quality, 
brand and price of merchandise, with exact date 
appended thereto; this is placed on file. In this 
way neither the retailers or manufacturers guar- 
antee can possibly be abused or misrepresented at 
any future time. He uses this system, secondly, 
to follow up the different organizations and indi- 
vidual patrons in his town and the surrounding 
community or inquiries of past sales. When a lady 
stops at the silverware display counter to either 
“shop” or buy, her name and address @re courte- 
ously solicited by the clerk in attendance, and I re- 
call one holiday season some years ago when he sold 
57 twenty-six piece sets of silver besides $900 
worth of hollow ware through this system. 

Another feature carried out by this same man 
is to have at each cutlery case a large piece of 
chamois and any saleswoman or man putting one 
piece of cutlery back in the case without first 
thoroughly wiping it, is fined $1, which goes into 
their entertainment committee fund. This latter 
points out and emphasizes a very important factor 
in the successful merchandising of cutlery, viz.: 
the only way to successfully sell cutlery is to keep 
it absolutely clean and attractively displayed. By 
following out the above methods in subsequent 
stores this man is today enjoying a tremendous 
success in his line. 
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There are a good many hardware dealers who 
could be converted into real cutlery enthusiasts if 
just a little time and effort on the part of the 
salesman were put forth. I was very much sur- 
prised last week to walk into one of the leading 
hardware stores of New York City and find facing 
me as I stepped inside the door a wonderful show 
case filled with a lot of cheap percolators, tin cups 
and pie plates, and over to the right, back in a 
dark corner, was a line of the best scissors and 
shears on the market today. (You are well aware 
of the fact that the profits on scissors, shears and 
other cutlery are far in excess of that cheap mer- 
chandise shown). 

In this store, while waiting to see the owner, I 
noticed some of the finest of fixtures and a splendid 
layout of hardware, but just three patterns of 
pocket knives and not a single straight razor. When 
I succeeded in receiving the owner’s attention I 
complimented him upon his nice store, but called 
to his mind his inadequate outlay of cutlery. He 
then proceeded to tell me the same old story I have 
heard for years—that department, drug and cigar 
stores now sell cutlery and razors, thereby dimin- 
ishing his chances of doing likewise. Unluckily 
for him I am not selling cutlery or he would have 
to do some rearranging of his stock and incidentally 
increase his net profits considerably, because the 
obvious reason these mentioned stores do sell cut- 
lery is simply due to their keeping it attractively 
displayed before the eyes of the public and making 
a special feature of this exceedingly profitable line 
of merchandise. 

One of the best suggestions for increasing sales 
of pocket cutlery I ever saw was a small card hung 
on the front door of a store inviting all men to 
visit the oil stone, on the pocket knife show case, 
to sharpen their knives free of charge. A few 
minor suggestions such as this conveniently dis- 
played around a store and in your daily and weekly 
advertisements will create a greater demand for 
cutlery and build up an ever-returning patronage. 





The Market for Fencing 


VERY suburban or agricultural community 
offers the hardware merchant a wide spring 
sales market on fencing and kindred wire 

products, all strictly hardware and selling best in 
the spring time. Fences have a wide field of use- 
fulness for beauty or protection. In nearly every 
fence sale, a single gate for people and a double 
gate for autos should be included. 

Flower bed guards may rightly be considered as 
fencing. In the broader sense poultry netting and 
screen cloth may be included, because you will sell 
these lines when selling fence. 

In suburban centers the dealer’s fence outlet is 
largely for residential property enclosures. Such 
a buyer likely needs flower bed guards and if he 
keeps chickens he will want poultry netting for 
the chicken run. Poultry netting is also useful for 
trailing vines on verandas where a trellis is not 
practical. 

If there are industrial plants in your selling 
area you will find a large fence market well worth 
cultivating, as the replacement, repair sections 
and increased acreage brings fence business to the 
store who sells the factory on this item. 





HARDWARE AGE 





“Planet Jr.”’ 








Use this idea 
to make money 


The Department of Agriculture figures 
that the average farm family spends 
40 cents out of every dollar for food. The 
Cornell Station estimates this farm expense 
for food at 39.5. Figures from other sources 
bear this out. 


Planet Jr. advertising in national and 
sectional farm magazines, garden maga- 
zines and the Saturday Evening Post this 
year is urging millions of farm and subur- 
ban families to “grow what you eat.” 


There is a great sales outlet for dealers in 
this idea. Talk up the garden idea to your 
folks. You will be doing them a favor and 
building more business for yourself. 


We will send free cuts for newspaper 
advertisements, and cuts of the “grow what 
you eat” basket to dealers writing for them. 


S. L. ALLEN & CO., Inc. 


Largest Manufacturers of Specialized Field and 
Garden Tools in the Worl 


5th and Glenwood Ave. 


Dept. 18 


Philadelphia 
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Century 9 and 12 inch 3-speed Portable Oscillating Fans 


Home Fans That Sell 
Rapidly 


These 3-speed Century Oscillating Fans have been 
designed for one particular service—home use. They 
are very attractive to the eye, the oscillating mechan- 
ism enclosure being confined to graceful lines that 
are especially pleasing. 


The 9-inch size is ideal for sleeping quarters. It is 
exceptionally quiet—moves a generous volume of air 
and oscillates so slowly that its breeze is effective at 
distant points. 


The 12-inch size is built for all-round home use and 
is quite generally used in offices as well. The blades 
are of liberal size and adjusted to move the maximum 
amount of air consistent with quiet operation—the 
weight of the fan is such that it can easily be moved 
from one location to another. 


DEALERS 
Get 1925 Fan Bulletin and Trade Literature 
Our 1925 Fan Bulletin and a new series of very at- 
tractive trade leaflets, in colors, are ready for distri- 
bution. Reserve your copies now—they will be sent 
on request, together with complete trade information, 
price and discount sheets. 


CENTURY ELECTRIC COMPANY 
1827 Pine Street St. Louis, Mo. 


29 Stock Points in the United States and More than 50 
Outside Thereof 
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Main Street Merchandising 


(Continued from page 37) 
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played. The bulkier items are displayed above and 
below these convenient shelves filled with the quick 
sellers. 

The back room of the Hokah store is a model for 
neatness. Here the same color combination is car- 
ried out as in the main part of the store. There 
are no counters to obstruct the view of the mer- 
chandise. The room is not large but it contains a 
large stock without making things look cluttered 
up. In the illustration one can see the line of stoves 
and the balcony above them. The balcony is used 
for wall paper. The sampling plan used in display- 
ing the wall paper is the idea of the bookkeeper. 
Oh, yes, this store wouldn’t be without a _ book- 
keeper even if it is only a town of 400. She takes 
a great interest in the store and is partly respon- 
sible for the spick and span condition which exists 
clear from the front door to the back. This wall 
paper sample display fills up what would ordinarily 
be waste space and gives the customer an idea, at 
a glance, just how the paper with the border and 
ceiling would look. P. J. Buehler and John En- 
der, the owners, are proud of the nice little business 
they do in the wall paper lines and they know this 
method of display has a lot to do with it. 

The other view of the back room shows the booth 
atrangement on the wall opposite from the stoves 
and wall paper. The floor space is used for wash- 
ing machines and sewing machines. The booths are 
used for bulky merchandise and toys. The top of 
the booths makes an ideal storage and display place 
for wheel goods and other items. Attention is in- 
vited to the way the steel goods are displayed on 
the partition between the front and back rooms, 
also to the bins for axe handles, single and double- 
trees and other items. 

Consider, if you please, a hardware store in a 
town of 400 people selling kodaks, films, alarm 
clocks, watches, gift items—such as jewelry in a 
small way and fancy goods, china ware, candle 
sticks, book ends, etc., telephones, ten-cent mer- 
chandise, sewing machines, toys, lap robes, lino- 
leum, wall paper, cream separators, auto acces- 
sories and all this in addition to a regular and com- 
plete stock of hardware which, of course, includes 
a good assortment of paints and sporting goods. 
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_Portable Cones Ceiling 
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Salesmanship 


Salesmanship does not come out of a story 
book. Some of the best salesmen of tomorrow 
are the newsboys of today, who later on in life 
will develop by experience. A course on sales- 
manship may add a finishing touch, the same as 
a buffer applied to a piece of dull metal, but the 
basic metal has to be there in order to get a 
highly polished article. 

Salesmanship, in my estimation, is nothing 
more or less than using good horse sense and 
honestly convincing a prospective buyer that it is 
to his interest to purchase the article you desire 
selling him.—F rom an address by W. W. Brasier, 
of Yale & Towne Mfg. Co., Stamford, Conn. 
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The 1925 Business Outlook 


(Continued from page 36) 





“The Carolinas have made such wonderful prog- 
ress during the last few years that attention has 
been called to them from all over our country, and 
many prospectors and promoters are visiting the 
States to see for themselves just what things have 
been accomplished. 

“Spring trade has hardly opened up in the retail 
stores, but the merchants are laying in supplies to 
meet the demand when it comes, and the general 
opinion is that unless some unforeseen calamity 
should arise, the end of the present year will show 
much more satisfactory business conditions than 
the end of the year just past.”—Arthur R. Craig, 
secretary-treasurer, the Hardware Association of 
the Carolinas. 





Arkansas Depends Upon Crop, 
Says Biggs 
“In this territory the volume of retail trade ebbs 


and flows with the crop prospect. From the begin- 
ning of the planting season until the crop is har- 





L. P. Biggs 


vested our business depends entirely on the prob- 
ability of a crop and the price. 

“As a carry-over from 1924, however, the situa- 
tion looks unusually good. It has been remarked 
that there has been an obvious disposition on the 
part of the farmers to withhold a portion of their 
cotton money. In other words, they did not, as has 
been the custom, spend the cotton money in the fall 
of 1924. It seems that they are desirous of putting 
themselves on a cash basis and for that reason are 
carrying a portion of their 1924 cotton money in 
the bank for their needs in 1925. 

“Our banks show larger deposits than ever before 
in the history of the state, I believe. I have never 
seen a period when there was so much money on 
deposit and unused. We have a number of banks 
with deposits of $6,000,000, showing cash on hand 
of $2,000,000. This is a most unusual condition 
with us. 

“Taking all things into consideration I would say 
that if the cotton season shows up favorably and 
continues to look favorable we will have an un- 
usually good business in 1925.”—L. P. Biggs, secre- 
tary, Arkansas Retail Hardware Association. 
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The Advantages of 
Dealing withTurner, 


Day & Woolworth 


UYING handles promiscuously is not good 

business for jobber nor dealer. The handle 
business is one of working a natural product 
and your buying is one of dealing with a house of 
high standards in grading stock, in manufacture 
and in service. 


“Grading,” of course, is a question of the personal 
element. We are rigid in our standards. Our 
plants lie next door to the source of supply. We 
carry over 2000 patterns in stock. Our line is a 
full line—you secure your complete requirements 
here. , 


Most jobbers know that. But we want to remind 
you of our facilities for unexcelled service. You 
need dependable service. 


Registered Brands 


DANIEL BOONE PERFECTION 
AMERICAN BEAUTY TRIUMPH 


DAISY HERCULES 
SUNFLOWER SUCCESS 
PEERLESS EAGLE 
BEAUTY ROYAL OAK 


Turner, Day & Woolworth 


Handle Co. 


Incorporated 


Louisville Kentucky 
“Since 1855”’ 











88 


HARDWARE AGE 








1810 


United States. 








1925 


ANKS that know the hardware business from a 
hardware man’s point of view are not many in the 


The Mechanics & Metals National Bank of the City of 
New York is particularly fortunate in that its official 
staff numbers those who have had actual experience in 
the hardware business. 


This experience is at your service. Write us about 
your banking problems; call on us when in New York 
and permit us to show you what a combination of know- 
how and ample resources can accomplish. 


THE 
| MECHANICS & METALS 


NATIONAL BANK 


OF THE CITY OF NEW YORK 


Capital, Surplus and Profits, $26,500,000 
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No, This Is Not a 
Victrola 


WASHINGTON 
HOME FURNACE 


Dealers will make big money 
selling Washington Home Fur- 
naces because they are backed 
by our extensive advertising 
and dealer service co-operation. 
We are the only foundry in 
the world that has ever made 
a stove without a name plate 
or advertisement on the out- 
side and in a grained mahogany 
finish just like a fine piece of 
furniture. 


Write Dept. 7 today for com- 


plete selling plan. Made in 
same plant in which we manu- 


facture 100,000 Washington stoves and ranges per annum. 
Can ship sample furnace now, as we plan to manufacture 


50 furnaces per day. 


SPECIAL FEATURES 


Two years to perfect, new features never before in a furnace, heats 
entire home with circulating moist heat, beautiful mahogany enamel 
finish; equal to finest mahogany furniture, no name plate on out- 
side, special air duct, hot blast fire box, correct construction of 
water pan, most beautiful and most expensively constructed furnace 


now on the market. 


GRAY & DUDLEY CO. 
NASHVILLE, TENN. 


“We melt more than 100,000 pounds of Southern pig iron per day” 
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A Business Scooping Window 


(Continued from paye 38) 





time when automobile and horse racing was on every 
mind. Hence people flocked to watch that window and 
even bet on which ball would win out in so many 
times around the track. This window indirectly adver- 
tised automobile accessories. 

In order to arrange the kind of moving window that 
scoops up passing prospects’ business the trimmer 
must know the fundamentals of simple mechanics and 
at the same time know how to arrange a well balanced 
window. Mr. Travers spends considerable time in his 
workshop and studio on the second floor in concocting 
new and interesting moving displays. He changes 
them frequently. Mr. Travers’ windows repeatedly 
win prizes for their great advertising value to his 
store. 

Mr. Travers has refused many offers from various 
sources, who have bid for his expert services. He 
wants it well understood that he is a unit of the Alex 
Grant’s Sons organization, has a family of his own 
in Syracuse, and intends to keep right on making his 
store known throughout its territory as the place 
“where that lifelike dummy does things.” And so this 
efficient and contented window artist is a permanent 
asset to the Alex Grant’s Sons organization. 








That Sidewalk Hardware Store 
By William Ludlum 


Main Street is lined with shops and stores, 
All faced with shining glass 

Through which we now must view the goods 
As by the fronts we pass. 

The pathway there is free and clear 
Where once it daily bore 

The heaps of things that cluttered up— 
That sidewalk hardware store. 


The first clerk on the job at morn 
Would start to haul the stock, 
And others soon would lend a hand 
To speed the spreading flock 
Of goods that tumbled all about 

In stacks before the door 
Until there wasn’t really much 
Left inside on the floor. 


Wheelbarrows, churns and garden tools 
Were ranked file upon file 

With other things that could be seen 
At least a half a mile. 

All bulky goods were toted out 
Where they would smite the eye 

Of every passer up and down 
In tempting them to buy. 


Sometimes the walk was so piled up 
With stock ’twas hard to go 

Past its array without the fear 
Of damaged shin or toe. 

The goods were spread from sill to curb, 
With just an inch or two 

Between the lines as right of way 
To let the traffic through. 


But now—the walks are slick and smooth 
And all that old-time mass 

Of outside hardware’s snug inside 
Behind the polished glass, 

While we, who tread the broad highway, 
Somehow, miss more and more 

The “open stock” that once comprised— 
That sidewalk hardware store. 
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The Cost of the Traveling Salesman 


(Continued from page 74) 








per cent, but I must go on record as being very skep- 
tical about the ability of a jobbing house to secure 
the right kind of a salesman—a man who knows his 
line—an intelligent, hard worker, who will constantly 
bear in mind the character of his sales, for $1,700 per 
annum plus expenses, with sales of $100,000. 

Now, in conclusion, let me say I do not question the 
sincerity of the statements of these 126 jobbers about 
their cost of sales, but I do believe that these jobbers 
and myself are figuring the cost of salesmen’s sales 
on an entirely different basis. 

I think, if I were hired as a sales manager for a 
hardware jobbing house and if I were informed in 
advance that I was to hold my cost of sales down to 


34% to 4% per cent, I would resign the job in advance. a e 
The basis on which I would seek such a position would Rubber Chair i Ips 




















be a proportion of salaries and traveling expenses to 
profits, which lands me right where I started. 

Allow me to ask the question: “Will the hardware of six different styles and sixteen dif- 
jobbers of the country not be willing to pay 8 per ferent sizes in a neat showcase display 
cent for salesmen’s salaries and expenses on business box. They prevent injury to the 
that will pay them a profit of 25 per cent?” floors and muffle noise without leav- 

ing a mark. 
1 1 Our Catalogue shows our complete 
Ingenious Chain Bolt line of rubber specialties with prices. 
HERE are many places where a chain-bolt Send for it. 
operated from the outside of a door, would 
be a handy device. Chas. Wollenhaupt, pro- * bd 
prietor of the Dayton Hardware Supply Store, Day- Elastie Tip Co. 
ton, Ohio, has developed a working model which . 
operates successfully padlocked. 370 Atlantic Ave. Boston 
You will note in the illustration that the chain- 


bolt is on the inside of the door, with control pos- 
sible from the outside. The chain runs over a pulley 
inside the door and comes through a hole in the 
panel. The chain is secured to a bolt fastened to a 
hasp. The hasp, of course, may be locked and un- 
locked at will. When the hasp is drawn down it 


Peon stbrers 


DRAWING INKS 
More Profitable Than Water Colors In 


Your Art Department 


‘THE Blacks, White and 11 Brilliant Colors of 
HIGGINS’ Drawing Inks are more in demand ee 
than any other item in an art department. 
The almost universal acceptance and use of 
HIGGINS’ Drawing Inks by artists, architects ae 
and illustrators, assures the dealer of a constant ye ey 
demand, regular turnover, and certain profit. 
The quill-stoppered bottle in its well known 
wrapper, starts profits coming your way as soon ee 
as your customers see it on your shelves or in : 
your showcase. . 
Let Your Customers Know That You Sell Higgins’ ; 
Drawing Inks. q 


CHAS. M. HIGGINS & CO. 
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unlocks the chain-bolt on the inside. It is necessary 
that the bolt holding the chain end to the hasp have 
the nut on the inside, so that the padlock effectively 
locks the door and prevents unauthorized persons 
from springing the chain-lock. 

A small zinc-coated pulley is satisfactory. The 
hole through the door is 4 in. in diameter. 

















90 HARDWARE AGE February 19. 1925 


Orryeyem ke) 4 





Your customers ask for Allen 
Set Screws to get the cold- 
drawn sockets (30% stronger. ) 


Ask if they'd like that strength 
in their socket wrenches. 
They've said Yes! when they 
ask for the set screws! 


What nicer chance to “‘plus the 
sale’’ than to say to the buyer: 
“Allen Set Screws >—yes, and 
Allen Wrench Sets. We have 
both—with identical advan- 
tages!”’ 


THE ALLEN MFG. Co. 
139 Sheldon St. Hartford, Conn. 


Hollow Screws and Socket Wrenches 

















30 Years Plus! 
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PIPE CLAMP 
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Deming “Peerless” Double-Acting Force Pumps 
are built for years of dependable service. A 
letter from Thompson's Garden and Fruit Farm, 
Arrington, Va., reads: 

*““Send by Parcel Post one cylinder 

for an old ‘Peerless’ hand force 

pump, as per pen drawing below. 

This pump was installed in 1895.” 












Thirty years of service and still good for more! 
We leave it to your own good judgment whether 
such performance as this builds and keeps the 
good will of your trade! 

Deming “Peerless” Double-Acting Force Pumps 
are built in various sizes and capacities for nu- 
merous requirements. Complete Pump catalog 
sent upon request. 


The Deming Co., Est. 1880, Salem, Ohio 
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MSR REN SYSTEM 









Ever stop to consider what it would mean in dollars and cents were you to 

Hincrease the “average sale’ to each customer just a few cents? The ability 

"to raise this average sale is really the keynote to the success of any retail 
merchant. 


WARREN SECTIONAL HARDWARE FIXTURES 


Although the majority of your customers know what they want when they 
enter your store, an attractive display will induce them to purchase addi- 
tional merchandise. What better example of this than the 5 and 10 cent 
store? 

Making it easier for customers to buy, greater accessibility of stock, protec- 
tion to merchandise, simplified inventory, minimum of. stock required, 


Increasing i 
the “Average” 


Sale 


The above Combination, to- 
gether with many others, are | 
strikingly illustrated and de- 


scribed in detail in the new enhanced appearance of store; appeal to new and old customers; lowered cost 
Warren “Economical” cata- of doing business—these are but a few advantages to be gained by using 
log just off the press. Warren Fixtures. 
J. D. WARREN MFG. COMPANY 
159 N. STATE ST. CHICAGO, ILLINOIS 





Substitute For Warren Fixtures’’ 














Shippers to Britain 


’ can now obtain from the newly- 

tablished L. M. S. Freight Offices 
your customer’s door i Ameria the cnt of taiearng 
storing or distributing their mer- 


in Britain chandise in Great Britain. 


The New York Office will be 


{ LONDON, MIDLAND & SCOTTISH RAILWAY OF GREAT PRITAIN | pleased to quote rates from most of 
“THE BEST WAY” the principal British Ports to any 


a part in the interior. 


fe : = Traffic Managers and Freight For- 

















i\\ ( | ve warders are invited to address: 

te oI | 
LAN 7 a ThomasA. Moffet, Freight Traffic Manager inAmerica 
a is ee MANN. A ANS Advance arrangements made LONDON, MIDLAND & SCOTTISH RWY. OF G. B. 
| fet oa Vai \\ for handling and storing any One Broadway New York 
' a Ve ; Vs kind of freight either at the 
nee | | o< port or in the interior. LMS 

Ne +} } A a | GREAT BRITAIN 

; i | creat aritain | 
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We are now advertising nationally 
to help dealers sell BATHWHITE. 
The March issue of Good House- 
keeping carries a special appeal on 
our guest fixture shown above. 
Other advertisements follow. 


Are you prepared to deliver BATH- 
WHITE products when asked for? 
Are you displaying them so cus- 
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New  Bathwhite 
Guest Fixture No. 
7-B. Popular com- 
bination — tooth 
brush, paste, tum- 
bler, and wash cloth 


holder. 


National Advertising Helps 
Bathwhite Sales 


tomers are instantly reminded of 
their needs? Let us help. 


Place your order now for a special 
display assortment. We will send 
free a beautiful display board for 
use on walls or in window. A 
silent salesman that sells BATH- 
WHITE and costs you nothing. 
Write today for particulars. 


E. H. TITCHENER & CO., Dept. No. 4, Binghamton, N. Y. 








BATHWHITE FIXTURES 











Garden planting time always means that Farm Imple- 
Th e ments and Garden Tools will be in demand. 





One good salesman who thoroughly knows his business in 


B 11S y this line is worth two or three who have never raised “garden 
truck.” 
JS CaASOR The place to locate and secure such a man is in the “Help 


Wanted” columns of Hardware Age. 


They know where to look. 
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GRIIFFIN— 


the hinge that is designed 
and made for lasting beauty 
of finish, pleasing simplicity 
in design, lifelong endur- 
ance in service—the result 


get Ce Ee ae a ee ee “ES 





Griffin Hinges are made in 
a wide variety of sizes and 
designs—each butt wrapped 


We also manufacture 
Cellar Window Sets, Hasps 


of more than thirty years of 
experience in the manufac- 
ture of hinges. 


in moisture proof paper and 
packed one pair in a box 
with screws to match. 


Write today for our price 
list and the catalogue of the 
complete Griffin Line. 


and Safety Hasps, Door 
Handles and Door Holders, 
Brackets, Push Plates, 
Drawer Pulls, Door Stops, 
Sash and Screen Lifts, Bar- 
rel Bolts, Corner Braces, 








Corner Irons, Washers, etc. 


~ 


GRIFFIN MANUFACTURING CO. 


ren St. ERIE, PENNA. ake St. 


45 Warren St.,New York 74AW.Lake St.,Chicago, Ill. 


Cyclone factories according to buyers’ 
diagrams. Built in many attractive styles 


to suit individual buyer's tastes. Includes a aati 
fabric, steel frame. work and fittings. rns sy tty Paarl 
Complete directions to make erecting 

easy are furnished with every job. 


Write for latest catalog. 
CYCLONE FENCE COMPANY 


FACTORIES and OFFICES: 














You can reach every fence buyer with the 
Cyclone line. 


Complete Fence is made up specially at 





The 
‘*Red Tag’”’ 
The Mark 
of Quality 


Waukegan, Ill. Cleveland, 0. , et 

Newark, N. J. Fort Worth, Tex. a y ee 
Western Distributors: 

Standard Fence Co., Oakland, Calif. 


Northwest Fence & Wire Works, Portland, Ore. 





















































pass ra 










































































































































































































































































, 
| 




















Nis 
it 
Ht 
i 

















































































































md 
PROPERTY 

















PRVUTSCNTIVON PAYS 








194 HARDWARE AGE February 19, 1925 


















rA YY ER®> 


DIRECT WATER SYSTEMS 


FOR SHALLOW OR DEEP WELL SERVICE 





From your own viewpoint two elements 
enter into your merchandising problems— 
sales and profits—dependability and ser- 
vice. Other elements are of secondary im- 
portance. 









FOR DEEP WELLS 







MYERS 
DIRECT WATER SYSTEM 








Like all other Myers Products 
Myers Water Systems stand the acid 
test from a sales and profit standpoint 
just as they do from a service stand- 
point. Fashioned and built on fifty 
years of pump building experience, 
their qualities in both design and con- 
struction as well as those of their 
many special improvements assure last- 
ing satisfaction which cultivates u- 
lar favor and matures it into a le 
trade asset of Myers Dealers. And, 
besides, there is a Myers Water System 
for every need. Catalog and prices to 
the trade. 



















The FE.MYERS & BRO. Co. 
ASHLAND - OHIO. 


FOR SHALLOW WELLS c~ASHLAND PUMP AND HAY TOOL WORKS 


OR CISTERNS 








Sales Representatives Wanted 


in a recent issue of this paper under the classification of “Sales 
Representatives Wanted,” were twelve different advertisements for 
salesmen calling on the retail hardware trade. 





It looks as if hardware concerns knew where to “go” for hardware 


salesmen, doesn’t it? 


And by this same reasoning it looks as if these concerns reckon that 
men know where to “go” to find these opportunities. 


It’s a good paper that serves the trade “both ways,” isn’t it? Try it 
and see. Address— 


Hardware Age, 239 West 39th St.,.New York 


‘‘Classified Opportunities Section”’ 
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Balked 


Clinton Poultry Netting 


keeps the invaders out. It is made 
for long and faithful service. You, 
Mr. Dealer, can assure your trade 
that Clinton means the right kind 
of wire, true hexagonal mesh and 
heavy galvanizing. Samples and 
complete information upon request. 











American Wire Fabrics Corporation 


Subsidiary of 


Wickwire Spencer Steel Corporation 
General Offices: 41 East Forty-second St., New York 
Worcester Buffalo Philadelphia Cleveland 


Western Sales Office: 208 South LaSalle St., Chicago 
Betroit San Francisco Los Angeles Seattle 





for 

PAINTERS, DECORATORS 
MACHINISTS, MILLWRIGHTS 
CARPENTERS, FARMERS 

ROOFERS, STEAM FITTERS 


WINDOW CLEANERS 
HOUSEWIVES, Etc. 





SRERRERESE 











Send for catalogue and 
latest Pricelist 


W. W. BABCOCK CO. 
BATH, N. Y., U.S. A. 





Frua Step Pamter's Trestle 


SPRUCE LADDERS 











~ 
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100% EXPANDING 
LOCKING POSTS 





TELESCOPING 
} 




















Your Salesmen Want 
Accessible Catalog Binders 


When changes are necessary to keep your Salesmen 
catalogs up-to-date, the PROUDFIT “JB” catalog 
binder, because of its accessibility will save a lot of 
time. 


Lift off any number of sheets—telescoping spring posts 
hold them in alignment so that they go back into place 
without jogging. 


Loose Leaf Books and Devices of All Kinds. 
Branches in all Principal Cities 


PROUDFIT LOOSE LEAF CO. 


19 Logan St. Grand Rapids, Mich. 











i ab lanter 


Thousands of farmers the country * ‘ wAL- 
over, for years passed havelearned to ~% 
associate the name ‘‘Acme’’jwith real, 
i  ‘honest-to-goodness” hand plant- 


| They Sell— 
| They Satisfy 








y beenaqualitylinethrough £ 
and through, but bigde- / 
mand and large produc- Ll 








Sold 
to . 

Mail Order 
Houses 


We have never low- 
ered our standard 
nor betrayed dealer and 
jobber confidence by se!l- 
@ ing to general mail order 
oF houses. The farmer must 
buy “‘Acme’”’ tools from es- 
tablished dealers and the 
7 dealer has the advantage of 
buying a complete, establ 
line, from one house—‘‘Acme’”’ 
jobbers everywhere. 
































Dealer Helps 
Our National farm pa ae and effective 
literature uphold “femme” tige and create busi- 


ness for “‘Acme”’ dealers. Waite for catalog, pricés, 
and name of nearest jobber 


Potato Implement Company 
Dept.11 TRAVERSE CITY, MICH. 
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DATON POULTRY SUPPLIES 
Popular and Profitable 


Daton founts and feed- 
ers sell on sight. Abso- 
lutely will not overflow. 
The screw cap—electri- 
cally welded to steel pan 
—fits any size mason 
jar. 
Daton double feeding 
troughs are also a tre- 
- mendous success. No 
Galvanized No. 1002 joints—two sides en- 
tirely separate. Can be 


Blue Enamel No. 1001 





used for food and water 
or two kinds of food. 
Lid slides or snaps on. 
These items mean quick 


sales and easy profits. 


Galvanized No. 1020 
Galvanized No. 1025 


THE DAYTON TOY & SPECIALTY CO. 
1114 Bolander Ave., Dayton, Ohio 





If your jobber 
cannot supply 


direct. 












PROTECTION 


That's what customers get with the 
Ilco Dead Bolt Night Latch. One 
turn of the key backwards in this 
latch locks both bolt and inside 
knob. Once locked there is no forc- 
ing back the bolt or opening the 
door without the proper key. Big 


seller for homes and stores. 


We also make over 1,000 styles of 
Key Blanks. Write for Catalog 6 


and Prices. 


i) INDEPENDENT IOCKCO.Q® 


Leominster 


Manufacturers of A mag Loeks, Padlocks, and 











Mass., U.S. A. 
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For the Life of a Lawn— 


The New 


SHERMAN DIAMOND 
HOSE NOZZLE 


A perfect attachment made of 
heavy wrought brass for cov- 
ering more ground in less 
time. It throws more water 
farther —thus shortening the 
important hours of lawn and 
garden sprinkling. A larger 
nozzle with a larger stream and 
a volume spray. Water-tight 
shut-off. 








Order a dozen Diamond Nozzles 
_ display carton featuring ‘‘Per- 


” from your Jobber. 
Tadividually wrapped in tarnish- 
proof paper. 


SHERMAN MFG. CO. 


BATTLE CREEK, MICH. 





ye 


STOP, | &S—CHEED 


Replenish 
Hardware Your 
for Stock 
Hard-wear with 
BOMMER 





Seeeeeserienens . A, 


SPRING HINCES 


ARE THE BEST 


Your dealer handles them, get 
New Catalog 47, you need it. 








BOMMER SPRING HINGE COMPANY 
BROOKLYN, N. Y. 


Manufacturers 








American Steel & Wire 


Chieago, New York, Bostes 
Denver, Birminghem, Dallas 
U. 8. Steel Products Ce, 
San Francisco, Los Angele, 
Pertland, Seattle 
. , a —~ i a 


d Junior 
TA Hot Calva: Nails 
ee ACKS, Hot Royal, Antheny, 










TIES: Old reliable brands 
WIRE 


BALE 
TELEPHONE 
WIRE for every purpose 
Quick Delivery. Write us fer selling plans. 








Rock Island Radiovise 


While a big seller for radio work, this strong vise is also very 
popular for garage, workshop and home use. It has an attrac- 
tive bright Red finish. Liberal profit. Write for discounts. 


Swivel Base Jaws 3% 
Anvil Type Open 4” 
Write for Weight 

Prices 19 lbs. 





ROCK ISLAND MFG. CO., ROCK ISLAND, ILLINOIS 





Sell More 








Geller Shelving in Payne-Cummings Hardware Oo., North Adams, Mass. 


of the merchandise that is often needed, seldom 
asked for but easily sold when seen on Heller 


Cabinets. 
| Let us show you how to increase your sales 
| witheut increasing your stock. 


' Write fer Reference Book No. 26-A TODAY. 


W. C. HELLER & CO. 


Main Office and Factory: Eastern Display Roem: 


700 Wabash Ave. 20 Vesey St. 
Montpelier, Ohio New York City 
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' HORSESHOES 
for PITCHING 





Diamond Official 


Horseshoes 


Horseshoe Pitching, for health and recreation, is 
rapidly growing in favor for every member of the 
family. 

Diamond Pitching Horseshoe Outfits are complete 
with stakes, as illustrated. Well boxed and easily 
| handled. Make very attractive store and window dis- 
plays. .- as easy to sell a complete outfit as a single 
pair of shoes. 

Diamond Official Horseshoes conform exactly to the 
regulations of the National Horseshoe Pitchers’ Asso- 
ciation. Diamond Junior Horseshoes for women and 
children are the same shape but lighter and smaller. 
Diamond quality is beyond question. 


Write for free folder of Official Rules, 
“How to Play Horseshoe.” 


DIAMOND CALK HORSESHOE CO. 
Duluth Minnesota 5 
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Brings Boat Owners 


to Your Store 


We guarantee every can of 
Jeffery’s No. 7 Marine Glue to 
stop all kinds of leaks and make 
any boat perfectly watertight 
and leakproof. 

Equally adaptable for wood 
boats or steel—from a canoe to 
a 

Our 








Waterproof Marine Glue 


is a big seller wherever boats are used—lakes or sea- 
shore. 





It is Nationally advertised and our famous s 
“Does your boat leak?” has brought responses from 
parts of the world. 
We furnish dealers and marine supply stores with 
Booklets bearing their name and address that tell all 
about this glue and bring boat owners to your store. We 
a all inquiries to the nearest dealer. Write for 
scounts. 


L. W. FERDINAND & CO. 
150 Kneeland St. Boston, Mass. 











In Your Next Order Write 


IWAN SOLID SOCKET HAY 
KNIVES 


Notice that the step and blade are one solid 
malleable piece instead of separate blade and 
step. 

The three sections are serrated and fast 
cutting. A strong durable knife that is selling 
in good volume. One-half dozen in crate. 


Iwan Bros., Mfrs., South Bend, Ind. 


Revolving Chimney Tops, Pest Hole Diggers, Snow or 
Barn Scrapers, ete. 

















Ensign Bickford is the ORIGINAL 
safety fuse—tested and tried by 
time and experience. 
We manufacture various 
brands of fuse, among 
which you should find 
one adaptable for your 
work. 
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LADD ADDERS 





























| The Ensign-Bickford Co., Simsbury, Conn., U. S. A. 





























MODERNIZE 
Pek METHODS 
To provide adequate storage facilities for 
shelf dech——ho make it accessible and con 
venient for clerks and stock men to handle with 
absolute safety—to insure quick service for whole- 
sale or retail trade — install one or more 
NOISELESS CU TIRE STORE a 
’ Deep tread steps, full length hand grips, rubber tires, 
overhead track system, firm construction throughout, 
eliminate vibtation and noise and produce a ladder 
| of ample strength for safety, convenience and 
‘efficiency One style only—neat of desi 
sly salad mee enon Fin | height — 
easily i 
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The Baby Chick Season 


Will soon be here, and “Moe’s” Round Chick Feeders will 
be in great demand. Eight hole feeders retail at 1I5¢, 
Twelve hole at 25c. A new porcelain enameled twelve 
hole feeder at 75c. They are great sellers. 








Write for Catalog of Moe's Big 
Line of Poultry Equipment. 


HOEFT & COMPANY, Inc. 


405 N. ASHLAND AVE. CHICAGO, ILL. a 


Famous Star Fount 














SWEDISH TOOLS 


nn Are Noted for Their Durability 


Made from Swedish tool steel—the very best 
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WELL DISPLAYED 


IS HALF SOLD 
This is especially true of such a well-known, SWEDISH PANSAR FILES 


high quality line’as Circular Cut—Flexible-Tanged 


E Half-Round—Bastard—Smooth 


MEASURING TAPES 
The above illustrated, handsome golden oak display ESKILSTUNA CHISELS 








case will help you to keep your stock of tapes com- Made in following styles: 
plete and in good order. Butt Beveled Edge Regular Beveled Edge Socket Chisels 
° , : = 
i i brid cite cee seer dale | | cen sa, 
- apes it contains. Plane irons. . dane Axes, : ; aoe Scythes 
maker’s + orehe 
SEND for DETAILS Anvils Cabinet Scrapers Barking Spuds 


Order from your jobber to-day, or write. 


nr Feu & ESSER CO. i WESTERN IMPORTING COMPANY 


once ie LOU! AN FRANCISC 
516 8. Dearborn St. 7 Lecust Ay 4 30-34 Second St. ” 116 Broad St., N. Y. 
MONTREAL. 5 Notre Dame St. W. 509 E. Hennepin Ave. Coristine Bldg. 
Drawing Materials, Mathematical and Surveying Instruments, Measuring Tapes Minneapolis, Minn. Montreal, Can. 


























0 The Only Lock Burglars 
A Can’t Force, Jimmy or Saw! 





Homes, garages, warehouses, offices and shops need 
this Keil protection. Indorsed by all burglary in- 
surance companies and lock safety device experts. 
You can supply it to your customers at a good 
margin of profit. 


Attractive counter display cards and booklets for 
counter distribution are supplied free of charge. 
Write today. 


FRANCIS KEIL & SON, Inc. 


Established 1876 
401-425 East 163rd St. New York, N. Y. 





100 HARDWARE AGE 





MACHINE 
SCREWS 

















WOOD 


Continent 


SPECIAL 
RIVETS 


SCREWS 


cana wi wtih aladalololalalal ety 
loknrhrlS 


(Reg. U. 8. Patent Office) 


WOOD SCREW CO. 
New Bedford, Mass. 











KAS\STAR 


HACK SAW 





oe 


The Hardware Dealer will 
again look to the “Stars” for 
the standard of quality in hack- 


saw blades for 1925. 


Makers Since 1883 


CLEMSON BROS., INC. 
Middletown, N. Y. 


WE HAVE SOMETHING TO TELL YOU 
ABOUT HACK SAWS. WRITE FOR 
BOOKLET. 











~ ARMSTRONG’S 









O00e 


Improved Nipple Holder 


No. 20 for No. 2 Stock 

Range %4—1” Right or Left 
No. 30—for No. 3 Stock 
Range 1—2” Right or Left 


The right nipple is always on the job 
when you carry one of these tools. 


The Armstrong Mfg. Co. 
Bridgeport 
Conn. 











Combination 
Service Wrench 


Does the work of a good monkey or pipe 
wrench. Made of a forged steel bar case 
hardened throughout. Construction has 
double strength. A time saver, Does 
away with carrying two wrenches. Guar- 
anteed. Sell them and better please your 
customers. Write for prices. 








BEMIS & CALL CO. 


Springfield Mass., U.S, A. 
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Anchor Brand Clothes Wringers 








You Need ’Em ™i* We Have ’Em 


Send us your orders. 


LOVELL MANUFACTURING CO. Erie, Pa. 


World’s Largest Manufacturers of Clothes Wringers 


- : 
The Tapes that 


won’t come back 


“Hard to read—ribbon snapped— 
ribbon binds” — are reasons why 
tapes come back; adjustment is 
claimed; a good customer some- 
times lost. 














Stock tapes that won’t come back. 


DIETZGEN MEASURING TAPES 
are easy-to-read, easy-to-use, with 
smooth-acting ribbons, durable, excel- 
lent in workmanship and finish. 


They satisfy, and hold trade because 
of confidence in you and your goods. 


Profitable to you; 
satisfy your trade 


very mechanic needs the entire set im his nd it 

MS EUGENE DIETZGEN CO. 
are not 8 | Right goods at right prices 

- They cut from the outer rim. The entire surface is continuously since Year 1885 








Sete of 9, 11, 17 bite are fur- 
nished in compact cases for 
the convenience of the user. 








hole and clesn, polished surface. Branches: 
send you catalogues. Order through your jobber or direst. Chicago New York 


The Progressive Manufacturing Co. New Orleans Pittsburgh 


San Francisco 


Philadelphia Washington 
Factory: 
Chicago, Illinois 
































MILBRADT Rolling LADDERS 
and 
BICYCLE Rolling LADDERS 


We are the originators and have manufactured MILBRADT Rolling 
Step Ladders for thirty-five years. Rolling Ladders is our exclusive 
business. We have lately purchased the Bicycle Step Ladder Co. of 
Chicago and are now manufacturing BICYCLE Step Ladders as well 
as eighteen different styles of MILBRADT Rolling Step Ladders. All 
goods are made in a first-class manner, guaranteed in every respect 
to give satisfaction, and we can supply your wants in the rolling ladder 
line, whatever they may be. - 


Write for complete catalog 


Milbradt Manufacturing Co. 
2411 N. 20th Street St. Louis, Missouri 
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It Takes More Than Seeds to 
Make a Seed Business Grow! 


Give your business a growing chance. Stock and recommend 
a pure, safe, effective fertilizing agent— 


Natural Guano 


100% Pure Sheep Manure 
Contains all the natural, vital elements of 
a complete fertilizing agent, including 
nitrogen, phosphoric acid, potash, and— 
HUMUS! 

Distributed in convenient, attractive pack- 
ages, 5-pound, 10-pound, 25-pound, 50- 
pound, 100-pound. 

Write for prices and free leaflet, “‘“How 
to Make Beautiful Lawns and Gardens.’’ 


UANO COMPANY 
814 S. River Street Aurora, Illinois 
A Natural Meal for Anything That Crows in the Ground! 
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SAMSON CORDAGE WORKS 


Boston, Masse. 


SASH CORD 


SAMSON SPOT, PHOENIX and SACHEM BRANDS 


Clethes Lines, Masons’ Lines, Shade Cord, Awning Line, 
Dumb-Waiter Rope, Ete. Send for Catalogue and Samples. 


BRAIDED CORDS and COTTON TWINES 














ce 
4 
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3 | RELIABLE PASTE CO. 














A new convenient way to handle Plaster 
Paris Packed in three sizes: 
One d, two pound and five pound packages in an assorted 
bar of 360 pounds as follows: 40 1-pound packages; 60 2- 
pound packages; 40 5-pound ckages; and costs no more to 
handle than bulk Plaster Paris. Write for prices today. 
RELIABLE PASTE CoO. 
3223-25 Cottage Grove Avenue Chicago, Illinois 
Dry Paste—Paoint and Varnish Remover—Calcimine 








STEEL WIRE 
SCRATCH BRUSHES 


A large variety for industrial and household require- 
ne First quality backed by more than fifty years 
experience, 

Write for catalog and prices. 


THE HEROLD BROTHERS CO. 


Established 1874 











SUPERIOR 


Hex Mesh 
POULTRY NETTING 


G. F. Wright Steel & Wire Co. 
WORCESTER, MASS. 
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BURNLEY 


satisfied cus- 
tomers for over 


23 years. , 
Sample free. 


BURNLEY BATTERY & MFG. CO. 
NORTH EAST, PENN. 

















The ELECTRICAL GOODS 
MARKET 


For practical, commonsense hints on How to 
Sell more Electrical Merchandise watch the 
fourth issue of HARDWARE AGE each 


month. 


This number will contain feature stories on 
the merchandising of electrical goods through 
hardware stores and a special electrical mer- 
chandise advertising insert. 
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Sell Tacks the Right Way 
According to LENGTH 


Reduce Your Assortment 50% and 
Sell Twice as Many Tacks 


These Fancy Display Cartons May Be 
Had at the Price of Plain Boxes 


If your Jobber does not have them—write us 
and mention the name of your Jobber. 


r The Holland Mfg. Co. The Shelton Tack Co. 
vit Baltimore, Md. Shelton, Conn. 
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~«(CHICAGO) ~~ 
SPRING HINGES 


Screen Door Spring Hinges 
TYPE 3005 


(For Surface Application) 


Type 4005 


(Half Surface) 
Adjustable Tension 


ENCLOSED 





1% es i Wha ben We PR ett . 


. * 3 eo Res 
. eS © ¢ ore Se eto 
tw" ee 444-44 ~ 


P% 





| 


\ 


Wood se ‘Machine i & 
Cap Screws, Set Screws, Stove | 
7 | Bolts, Sink Bolts, Hanger Bolts, | 
Nuts, nen —— od E. 4 
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SPRING ot : 
Ye 
HOW IS YOUR i ga | 
STOCK? J one 


These hinges are con- 





structed of HEAVY 
WROUGHT METAL. 


, The spring is made of 
tempered steel wire and is completely enclosed. 


Type 8005 


VE economy in the selection of Screw or Bolt Products 
consists in using those that are exactly suited for their 
particular service and that possess unexcelled quality and 





accuracy. 





You can recommend Type 3005 and 4005 ciel at 


all times. are maemo ara ie ate te amma en 
ae ; . REED & PRINCE MFG.CO.  ,... 

Chicago Spring Hinge Company, WORCESTER, MASS..U.S.A. 

CHICAGO NEW YORK WESTERN BRANCH arCHICAGO- 12] NORTH JEFFERSON ST. 





* 

















Donley Screen Door Guards 


Strong, durable Guards made of solid steel protect the screen from careless 
a and elbows. They will triple the life of the screen and prevent unsightly 
uiging. 


DONLEY SCREEN DOOR GUARDS come 3-bars to a set wrapped ready 
for delivery. They are made in four sizes, 26”-28”-30” and 32” from center to cen- 
ter of screw holes and are finished in beautiful black Japan matte. 

RETAILS AT 75c PER SET 


If your Jobber does not have them ask him to order them by you or send us your order 
together with his name and addr 


THE DONLEY MANUFACTURING COMPANY 
10585 QUINCY AVENUE CLEVELAND, OHIO 
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DEALERS WANTED EVERYWHERE lron Fence, Gates 


Lawn Vases 
Settees 
General Iron 


and Wire Work 





i 2 


THE STEWART IRON WORKS CO., Inc., 225 Stewart Block, Cincinnati, 0. 





Ask for Catalog 


Welding Compound is best by every 
test. Makes welding of any steel as 
easy as Iron. Stock it and increase 
your sales. 


Made only by 


NTI-Borax CompPpounp Co. 
Fort Wayne, Ind. 
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CRECOITS 


Tools You Can Sell 
With Confidence 


Write for Catalog H 


Marion Tool Works, Inc. 
Marion, Indiana 







Half Hatchet 








Robertson “Horse Shoe Magnet” Hammers 


Siena a peition for arte: FTO] Qe 
the v- Ame 
ing. Awarded the Silver Medal ~asicieal 
(the highest offered) at the Panama-Pacific Exposition. 
Good fit. Write for price Ket. 

ame and design trade marks registered U. 8. Pat. Of. 
ARTHUR R. ROBERTSON 94 Portland St., Besten, Mass. 


















STRATTON <22"* 
HANDLES 


Fer Small Tools, Utensils, Electrical Goods, Bic. 
Enameling, both baked and air dried. 


STRATTON MFG. CO., Stratton, Maine 





4 a little trade winner for 
hardware man. See large 
od i én last week's issue. 


WAUSAU ABRASIVES CO. 
1017 Harrison Boul. 
Wausau, Wis., U. S. A 















AGRICULTURAL WRENCH 


A good tool at moderate price 
-~—Literature? 
J. H. WILLIAMS & Co. 
“The Wrench People” 
New York BUFFALO Chicago 




















HACK “TLE NO 
Cl aS . 


UNIFORMITY 
“The Toots in Lhe Plaid Bor” 
AMERICAN SAW & MFG. CO. SPRINGFIELD. MASS. 


HACK SAWS - BAND SAWS — SCREW ORIVERS - GLASS CUTTERS 


SERVICE 
OISTINCTION 


” SAWS £ 








Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of service is assurance 
of quality 


CALDWELL MFG. CO. 


9 Jones Street Rochester, N. Y. 








BOLT 


“VICTOR” CLIPPER 





Send for Catalog | 
ROBERTS MFG. CO., Somerville Station, BOSTON, MASS. 


~ REQUIRES 
ONLY 
HEAT” 


SAM PLE 
FREE 








SPARGO 


BRONZE AND COPPER 


FLY SCREEN CLOTH 


Perfectly ey vem Most Durable 











for Prices 
S 


Wire Co., Rome, N. Y. 

















FIELD SASH PULLEYS 


Made of Pressed Steel 
Maxim trength—Minimum Weigh 
Ko —y —— to chafe and wear : weak 
cord. rite for Oataleg and Prices. 


FIELD HARDWARE MFG. CO. 


111 E. 3ist St., Kansas City, Mo. 








58 YEARS AGO 
Priest’s C were 
introduc Today 
PRIEST’S CLIPPERS 
need no introduction. 

They sell on their cutting 
quality. 
American Shearer Mfg. Company 
Nashua, N. H. 














THE FOWLER & UNION 
HORSE NAIL CO. 


HORSE SHOE NAILS 
OF HIGHEST GRADE 


Plaat 
1000 MILITARY RD., BUFFALO, N. Y. 

















BROWN & SHA ARP E TOOL S 


ae Nearls rs [here Has Be 


Substitut Ov! frown ®& Sharpe Qualit: 
* 
Send for Small Tool Catalog No. 2a 
BROWN & SHARPE MFG. CO 
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“BrusheNu Bill” says:— 


| There’s a big retailer— 








HARDWARE JOBBERS’ 
CATALOGUES 


In New York City there’s a big paint re- 
tailer (not a chain) who buys this item in 
25 gross lots. All 10c size Brush-Nu 














Paint Brush Cleaner 
But don’t h in bi . Even if e u 
oa <oier <4 yng bn still. ag 8 37% Jo BRUSH*NU BILL 
\ profit on your sales. PAINT BRUSH CLEANER, 
( 


JSALESMAA. | 


$1.50 For Two Dozen. 
ORDER A SAMPLE CARTON OF 
YOUR JOBBER OR WRITE DIRECT. 


BrusheNu Co. 


BALTIMORE MARYLAND 
WAREHOUSES CHICAGO _ SAN FRANCISCO 


J. H. YEWDALE & SONS CO. 
MILWAUKEE 


1865 — £1925 

















Heavy Duty Socket Wrenches 





Spring Punches Revolving Punches 
A a oe ee Dee Se > Eee aa Also: 
a. ee ae Upnelstovens” ond Fiumbens’ ‘eels ef cuperter 


The abdve tects will please your custemess os well as cur femeus Reuné 

and Oval Punches. 

Remember we have had $8 years of successful manufacturing experience, 
only skilled workmen and use the finest quality of materials is 


























our 
WALDEN -WORCESTER We stand beck of every tool we make. Try us. Write for Catalog 
and Prices. 
INCORPORATED O. 8. OSBORNE & CO. NEWARK, N. J. 
WORCESTER, MASS. we 
. cm 9 
A Line of Pruning Shears You Shouldn’t Overlook Garden and Flower Seeds 
Because the shears are right . . 
on top in quality of finish, Get quotations on our tested Seeds, also Onion 
workmanship and long life; Sets and Mixed Lawn Grass. 
every one is absolutely guar- We have served the trade for 141 years, which is 
anteed. See your Jobber proof that our goods, prices and treatment win 
about them; it will pay you. trade and hold it. 
Malleable poe Rey ef Tempered Seymour Smith oo, Inc. Place your order now. 
Blade. 10, 9, 8 and 6 i izes. All styl kville, ° 
os ¢ nihgoo resrroe ene ee D. Landreth Seed Co., Bristol, Pa. 





Sales Representatives: John H. Graham € Co., 113 Chambers St., New York 











e 
Well Balanced Q. Lindemann & Co. 
is the line of Rome percolators. Ass HstsandiNW \ 


Adit A Manuf 
Sell them for $2.00 to $5.25 copper anufacturers of 


and aluminum, hot and cold water . 


patterns. 
Write— 
35-37 Wooster Street New York 









ROME MFG. CO. y 
Factories and Offices, Rome, N. Y. 











Major’s Cement 


is good for repairing china, 
glassware, bric-a-brac, meer- 
schaum, tipping billard cues. 
Rubber and Leather Cements 
all three kinds. 20c a bottle. 


Major Manufacturing Co. 
No. 461 Pearl St., N. Y. C. 














Looking for a Hardware Store? UNIVERSAL 


eee Sie BOX STRAPPING 


By watching the FOR SALE ads you'll be 
reasonably gure to secure © good paving busi CARY MANUFACTURING CO. 


ness at a fair price, or better still, let the trade 
Manhattan Bridge Plaza, Brooklyn, N. Y. 


know the kind of a store you are looking for. 
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d Opp ortunities 








Business Opportunities 


Busi ecu 











FOR SALE! 


A Going and Growing Hardware Jobbing House 





239 WEST 39th ST. 





Sales this year—One Million Dollars 
LOCATED IN ATLANTIC COAST SECTION 


Exceptional circumstances result in this 
Exceptional Opportunity. 


CAN YOU SWING IT? 


Address BOX G-490, HARDWARE AGE 


FOR SALE!! 





NEW YORK, N. Y. 




















8B _ O f ities 
= = = 
For Sale Hardware Business 


Southern California, agricultural community, 
city ~~ = warm dry climate, delightful 
winters country, good future, business 
established 10 years, — stock, invoices 
$16,000.00, fixtures $5,000.00, building 
$18, +4 00, sales 1924 Ty 308. 00. Address 
Box G- 495. care of Harpwarse Acs, New 














~~ 








FOR SALE—HARDWARE STOCK AND 
FIXTURES—15 below market price; store 
will inventory about $14,000; is well equip 
with fixtures and a good line of merchandise. 
—w — G-486, care of Harpware AcE, 

ew Yor 


FOR SALE—Stock of shelf and builders mend 
are, paints, —_ ils, 


saan goods and toys. Sales thie pote $105, 000. 
Business established and growing, central location 
en main street in one of the best manufacturing 
cities in —gy oe of we 50,000 population. 
A 36, Hampware Aaz, 
New York. 


PARTNER WANTED —real opportunity for 
live man, having $15,000 to invest, to secure in- 
terest in up-to-date hardware store established 35 
years. Previous hardware experience necessary. 
Additional capital ed dt ocrve thriving in- 
dustrial center Western me re trading 
— on 300,000. Adtoons | Box G 471, care of 

ARDW ARE Acs, New York. 


WANT TO PURCHASE A HARDWARE 
and housefurnishing store within 100 miles or 
so of New York City. Store doing $300 to $400 
a week preferred. L. Davis, 688 Greene Ave., 
Brooklyn, New York. 














Bus; ini 


Help Wanted 








FOR SALE—Hardware stock and fixtures, abeut 
fifteem thousand dollars. ted in one 

ee vy — growing tewns. Doing a fine 

siness, oe cent of sales Low 

— Ang er interests make it mecessary 
to sell. All cash, no trade a Ay 

* G-464, care ‘of Hanpwane Aca, New York. 


SALESMAN WANTED WHO CALLS on 


Seuth -| hardware trade, to handle as a side line a line 


of shoe leather and findings. Liberal commission 
to the right man. Can make $50 to $75 weekly. 
Give full particulars as to experience and refer- 
ence, ddress Box 7101-A, care of Harpware 
Ace, Otis Bldg., Chicago, Til. 





FOR SALE—A clean up-to-date hardware store 
in a city of 15,000 population. Agricultural and 
orchard section of orthern West Vir — 
Stock and fixtures about $12,000. Good 
good reasons for selling. Address Box G-494" 
care of Harpware Ace, New York. 


ESTABLISHED 1893 HARDWARE BUSI- 

NESS doing 90% cash business; in centre_of 
manufacturing city of 130,000 i te stos Be- 
cause of six pe ill health will sell stock, fix- 
tures and go sma maker. 
Stock about $25 ‘000. Tes. A. Scott, 29 Oak 
Lane, Trenton, New J Jersey. 


FOR SALE—Clean stock of shelf and builders’ 
hardware, paints, household utensils, stoves, 
washers and wheel goods located in South Cen- 
tral Kansas. Nothing but standard nationally 
advertised lines. No dead undesirable stock. 








Established in one location over 40 years. Will 
invoice about $11,000, ures about 1,500. Fine 
location, good lease. Will not consider trade. 


must be cash. Address Box G-498, care of 
Harpware Acz, New York. 


WANTED TO SELL and also to buy hard. 
ware business. Reason for selling—wish to buy 
in town about 10,000, where larger capital can 
be employed. Present "7 about $6,000.00, 
building and fixtures $6,50 q Yearly sales 
over $25,000.00, mtn IR et town 1500, New 





York State. Only hardware store, long establish- 
ed. Trading center for surrounding towns— 
prosperous farming section. Address Box G-499, 


care of Harpware Ace, New York. 





BUILDERS HARDWARE MAN to trave! 
in southern Minnesota and North and South 
Dakota, to call on contractors and architects. 
Must know how to read plans and 
Sonstan account and —— te experi. 
ence and names > yy Single 
man preferred. Address ion Box G-489, care of 
Harpwarge Ace, New York. 


SALESMAN WANTED FOR A RETAIL 
HARDWARE store in a good town . New York 








State. Must have had some ce in hard. 
ware business and be able to ~y ref- 
erences. Address Box G-481, care of Harnpwarz 


Ace, New York. 


RETAIL COUNTER SALESMEN—Liberal 
commission basis. en with a following in the 
Philadelphia territory only, who can produce 
immediately. In answering state experience and 
give reference. Address Box G-493, Harpware 
Ace, New York. 


Positions Wanted 


HARDWARE CATALOG a aa add 
compiling jobber’s catalog. finish same 
about April 15th, Many AR. experience in 
wholesale hardware and memes. Will take 











work on page basis or oS 
gre price on the — —e if desired. 
eferences ddress Box G-467, care 


of Harpwars Acer, New York. 
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CLASSIFIED OPPORTUNITIES—Continued 





Positions Wanted 


4 


Sales Accounts Wanted 


Sales Representatives Wanted 





THOROUGHLY EXPERIENCED SHELF 
and builders’ hardware man wishes to connect 
with a reliable concern as manager and buyer of 
builders’ hardware or as a contract man in 
builders’ hardware department, calling on archi- 
tects and contractors. Well qualified to estimate 
from plans and_ specifications. Twenty years’ 

rience in this work. Best of references. 
Address Box G-484, care of Harpware AGeE, 
New York. 


IF RUSSEL C, LANDER, formerly _ of 
wa ,» will communicate with 
212 Oshawa, Canada, he will hear of something 
to his advantage. 


SALESMAN WHO FOR PAST 18 years has 
covered the States of West Virginia, Virginia, 
Kentucky and Ohio, calling on hardware trade 
is desirous of representing manufacturers of 
four non-conflicting lines in these States on a 
commission or salary basis. Address Box G-487, 
care of Harpware Ace, New York. 


YOUNG MAN, 25 years of age with about 
three years’ hardware experience would like to 
connect with wholesale house in New York City. 
Address Box G-497, care of Harpware AGE, 
New York. 























SALES ACCOUNTS WANTED—Salesman 
who has represented the larger hardware jobbers 
for the past twenty years in Indiana, Illinois, 
Kentucky and Tennessee, is opening an office as 
manufacturer’s agent in Evansville, Indiana, for 
hardware and kindred lines, including cutlery 
and sporting goods, on a commission basis. 
What have you to offer? Address Box G-496, 
care of HARDWARE AcE, New York. 





WANTED — MANUFACTURERS’ REPRE- 
SENTATION for Eastern territory. Organized 
concern with years of successful selling experi- 
ence having headquarters in New York desires 
additional specialty line to sell to hardware trade. 
For a manufacturer who wants intelligent, in- 
tensified selling effort we are ready to give ser- 
vice. Address Box G-472, care of Harpware 
Ace, New York. 








Sales Accounts Wanted 


SALES ACCOUNTS WANTED—Salesman 
who has been calling on retail hardware trade 
ie opening an office as manufacturers’ agent in 
Detroit for Detroit and vicinity for hardware and 
kindred lines. Commission sis. What have 
you to offer? Address Box G-468, care of Harp- 
ware Acs, New York. 








Sales Representatives Wanted 


WANTED—SALES AGENCY, commission 
basis, on quality merchandise. Now covering 
retail and jobbers in United States, Canada, 
Australia with thirty men successfully. Desire 
to broaden line. Address Box G-492, care of 
Harpware Ace, New York. 


SALES REPRESENTATIVE WANTED— 
Sell household tacks to retail and jobbing trade— 
see description in Harpware AGE issue January 
15th, pase 54—also new goods artiele page 57 








and ad page 105. Big commissions—particulars 
free. Selection of territory made to agent who 
can show results. Superior Tack & Nail Com- 


pany, Derby, Conn. 








ESTABLISHED MANUFACTURERS’ 
AGENTS covering seven Southern and South- 
western States desire to add another good line 
having merit and sold exclusively through hard- 
ware or mill supply jobbers. Address Box G-466, 
eare of Hanpware Acz, New York. 


WANTED — EXPERIENCED SALESMAN 
well acquainted with hardware, woodenware, 
housefurnishing trade in Pennsylvania. We offer 
nationally advertised housefurnishing specialty 
as side line on liberal commission feule We 
want a live wire to take care of increasing sales 
from above mentioned State, Full particulars to 
Box G-476, care of Harpware Acer, New York. 





HARDWARE MEN WHO WANT experience 
that fits them to sell or improve their sellin 
want Norvell’s ‘‘Forty Years of Hardware.” It 

cram with good seHing ideas. . any 
five hardware men about it and then erder your 
copy ($3.00). Harpware Acs, New York. 


a_i a - 





TRAVELING MEN WANTED who can en- 
joy and increase their sales from Saunders Nar- 
vell’s “ oy Years of Hardware.” It is 
crammed with sales inspiration, background and 
ideas. $3.00 a copy. der your copy now 
from Harpware Aogz, New York. 








WANTED—REAL SPECIALTY SALESMEN 
to sell well-known tool line. Retail trade in 
North and South Dakota, Minnesota, a portion 
of Iowa, Missouri, Wisconsin, portion of Okla- 


homa. Men must have acquaintance and experi- 
ence, and live in or near territory. Manu- 
Address 


facturers agencies poe do not apply. 
Box G-491, care of Harpware Ace, New York. 





WANT A MANUFACTURER’S REPRE- 
SENTATIVE, Company engaged in manufacture 
of line of chisels, punches and screw drivers 
wants live representative calling on jobbers and 
large dealers. Liberal commission. Several well 
established accounts will be turned over. Terri- 
tory open includes Wisconsin, Minnesota, I} 


linois, estern Indiana and parts of Missouri. 
Address Box G-480, care of Harpware Aca, 
New York. 





WANTED — EXPERIENCED SALESMAN 
to call on the jobbing trade in the Denver terr+ 
tory and West. Must have thorough knowledge 
in hardware and some experience handling 





he wholesale trade. Reply, stating experience, 
etc. Address Box G-458, care o RDWARB 
Acz, New York. 

SALESMAN WANTED, WITH HEAD 


QUARTERS in Chicago, who covers the follow- 
ing States: Wisconsin, Michigan, Iowa, Illinois, 
Indiana, and Ohio. One who has an established 
business with the wholesale hardware and house 
furnishing trades to handle a first class line ef 
aring, shoe.and tool knives on a commission 
asis. Prices and line are attractive. Only 
those who are in position to give a reasenable 
amount of attention need apply. A real eppor- 
tunity for a live wire. Address Box G-477, care 
of Harpware Ace, New York. 


HUSTLING SALESMEN wanted to sell os 
liberal commission is our popular line ef 
labor saving Magic Weeder Hoes to hardware 
trade. REICHARD MFG. CO., Bangor, Penna. 


, lage yb SphtAng WANTED—A 
acturer of high grade coaster wagons requires 
representation = several states. Exelusive terri- 
tery available to big producers. Salesmen coy- 
ering egy 4 in a car handling one or twe 
other lines for the hardware trade’ preferred. 








In your first letter give age, experience and 
cence. Address P. O. Box Ne. 321, Salem. 
OQ. 








The “TORREY” 
A Real Man’s Razor 


Send for Catalogue of Full Line 
J. R. Torrey Razor Co., Worcester, Mass. 








American Can : 


American Can Company 











| “They Have a 
Bull Dog-Grip” 


Manufactured by 
U. 8. Clethes Pin Co., Montpelier, Vt. 
Sales De 


pt. 
1015 Union Bank Bidg., Pittsburgh, Pa. 


ft 
E 











Economy 
Hose Attachments 


For connecting hose te smooth 
faucets. Slips on and off easily. 
Keonomy Mfg. Co. 


56850 Germantown Ave. 
Philadelphia, Pa. 











MORJUICE 
FRUIT PRESSES 
CIDER MILLS 
GRAPE CRUSHERS 
Dealers and Jobbers wanted. 
CROWN MF@Q. CO., 
Box 226, PHELPS, WN. Y. 

















Send for our Catalogue of 


GRANITE 
CUTTING TOOLS 


Trow & Holden Co., Barre, Vt. 











Made in All Styles. 
Syracuse Stamping 
Cc 





o. 
Syracuse, New York 








SILVER LAKE 


SASH CORD 


NET WEIGHTS FULL LENGTHS 
Sliver Lake Co., Newtonville, Mass. 
AXES 


<3 SCYTHES 


Scythes since 1812, Axes since 1800 


RIXFORD MFG. CO. 


East Highgate, Vt. 


Oil, Molasses and 
Dairy Gates 
Perfection Pattern. 








———— a pater tn 








Waltham, Mass. 
Tubular and Bifurcated 


=RIVETS = | 


J. L. THOMPSON MFG. CO. 





ELEVATORS | 
DUMBWAITERS 


Write for our catalog 
Energy Elevator Co. 
* 211 New 6t. Philadelphia 













So-Boss Cow Hobble 
and Tail Holder 


Sold by Jobbers 


Simonsen Iron Works 
Sioux Rapids lowa 


LUMBER 


CRAYONS 
STANDARD CRAYON CO. 


Danvers, Mass. 
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INDEX TO ADVERTISERS 





THE ADVERTISERS’ INDEX is published as a convenience and not as a part of the advertising contract. Every care will be taken to index correctly. 


No allowance will be made for errors or failure to insert. 





Ace Hardware Mfg. Corp 
Allen & Co., S. L. 


Allen Mfg. Co., W. D 


eeereeeereeereeeree eee eeeeee 


Heller & Co., W. C 
Herold Bros. Co. 


i ad en ae * |) Cee | ee ee ee ee ee ee 
e@enrevreveeeneneeeeneeeeenenee 
@erervrvreveeveeeeneneeeneeeeeneee 
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Shearer Mfg. Co 
Steel & Wire Co 
Wire Fabrics Corp 
Anti-Borax Compound Co 
Armstrong Mfg. Co 
Atkins & Co., E. C 


Independent Leck Co 
Indiana Steel & Wire Co 


eeerreeeeneeneneeeneeneeen eae 


@eneerererererereereer eee eerenenen 8 Fe ix meee 6 Wee et tte te hl hl ee OT eh he hh 


Babcock Co., The W. W 
ee ee, ON Sci edcobeséds néeeeken 
Bethlehem Steel Co 
Bommer Spring Hinge Co. 


Brown & Sharpe Mfg. Co 


erreeeeeeeeeeenereee 


Jennings Mfg. Co., Russell 


Keil & Son, Inc., Francis 
Keuffel & Esser Co 


Lamson & Goodnew Mfg. Co 
Landreth Seed Ce., D 
Lindemann & Co., O 
Lendon Midland & Scottish Railway 
Lucas & Co., John 
Ludlow-Saylor Wire Co 


@eeeeeererevreeeeeneneeeeneaeeeaeenene 


Century Electric Co 
Challenge Cutlery Co 
Chicago Solder Co 
Chicago Spring Hinge Co 
Clemson Bros., Inc. 
Coes Wrench Co 
Columbian Rope Co 
Centinental Wood Screw Co 
Corbin Screw Corp 


@eerervevevrneneeeeeeneeneeeeeeneeee 


Cyclone Fence Co 


@eeeereneeeeeeeeenereeee 
eerereneneeeeneeeer ee eee eee 


@eeeereeneervreeeeeeeeeee 
@erreeeeneeneeenenevreeee eee 
Seeeeeveeeeeeveeeeene eee eee 
e*eeeeeeneeee #8 © eetsewnvree ee 
*oeevereveeerereneeneeeeeneenenenee 
@evrevrereeeeeneeeneeeneee 


eevee veneeneeeeeeneeeeenevneeeee 


eeereeeeneeneeeeeeeneneneeene 


McDougall-Butler Co., Inc 
McKinney Mfg. Co 
Marion Tool Wks 
Martin Varnish Co 
Mechanics & Metals Nat’l Bank 
Milbradt Mfg. Co 
Miller Bros. Cutlery Co 
Millers Falls Co. 
Moore & Co., Benjamin 
Myers & Brother Co., F. E 


@enererrereenenennenereeevneeeeeen eee ee 


eneweeeenenenenneneeeeeneeneeeeeeeee 


@eeveeeereneeeeeeeeneeeeee 


Dayton Toy & Specialty Co 
Diamond Calk & Horseshoe Co 
Dietzgen Co., Eugene 
Disston & Sons, Henry 
Donley Mfg. Ce., The 


Seeeeeneveeeeeeeeeneeeeeneneeene 
eerereeeneeneeeneeeenee 


National Carbon Co 
National Enameling & Stpg. Co 
Natural Guano Co 
New Britain Machine Co 
New York Knife Co 
Niagara Metal Stpg. Corp 


e@enereweevenvneeeeeeteeeeeeeeeee 
eeereeneeeveveeeeneeeeeneeeeeeneeee 


Energy Elevator Co 
Ensign Bickford Co 
Eversharp Shear Co 


eerenvenenveneeeeereneeeene ee ee 
eeeereeeeaeeeeeeeeeeeeeete 
e@eereveeevreneeeneneeneereee eee 
@eeevrevreeeneeevneevr eee 


Ferdinand & Co., L. W 
Field Hdw. Mfg. Co 
Fowler & Union Horsenail Co 
Fox Co., M. Ewing 
Frantz Mfg. Ceo 


eeeeeveeneeneeeneeeeveeee 
e@eweeeeeervrveneeneeeeeeeve 


*“seeeoeeeeeeeveeveeeneeeeneeee 
@eneneveeeeneeevrevreeeeneeeeeeeeeee 


Panco Rubber Co. 
Peck, Stow & Wilcox Co 
Phoenix Paint & Varnish Co 
Potato Implement Co 


eevee eenevreevreeneeenereenenee 
e@eeeeenveeeeeeeeeeeeneeeeeeee 
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Their ‘Tool Needs Have Grown 


pps 
Too Great to Be Ignored~— 


Motor cars flash over the trails made famous by the prairie schooner. In the 
.” towns the buggy is a curiosity. It has vanished entirely from city streets and auto- 
mobiles travel hub on hub in a continuous procession. 







7. No dealer, with an eye to sales and a nose for profitable lines, can afford to ignore 
ai the big change this has brought about in tool demand. 





The Snap-On Wrench Company is the pioneer in equipping hardware dealers 
correctly to supply—without technical knowledge—-the tool service car owners 
vitally need. The Snap-On Display Cabinet is a complete Socket Wrench Depart- 
ment and requires an investment so small that it will astonish you. 







Many repairs must be made in the next few weeks be- 
fore the cars begin to roll in full force. We have pre- 
pared valuable sales helps to make the coming season 
a profitable one for Snap-On Dealers. Write for details 
now. 









Snap-On Wrench Company 
Manufacturers Milwaukee 


Look for the name—without it no wrench is a genuine 


Snap-On 


_ Snap-on 


INTERCHANGEABLE 


> 2ocket Wrenches 


Exclusive Distributors: 


"MOTOR TOOL SPECIALTY CO. 

14 KE. Jackson Bivd. Chicago, Ill. 
Distributing Branches in 18 Prin- 
cipal Jobbing Centers. 
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ART YOUR Snap-on assortment 
Add Extra Sockets and Handles Aalievand Al 
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Window Displays 


The most beautiful window 
display ever produced to sell 
paint and varnish brushes 
is now being prepared. We 
already have hundreds of 
requests for this display so 
to be sure of getting your 
display for early spring de- 
livery, it is good judgment 
to order now. Ask your 
jobber or write us direct. 
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The Best of Bristles and 


They Stay in The Brush 


A 188-pound man suspended his weight from a half 
inch of bristle of a Wooster Foss-Set-Guaranteed-Use- 
in-Anything Brush in an effort to break or pull out a 
bristle. 


He failed to budge a bristle! 


Ten men pulling in a tug-of-war test likewise failed to 
damage either bristle or setting. 


Even a White truck, towing a Cadillac car by means of 
a Wooster Brush in the center of the tow line, could 
not break or dislodge a bristle. 

Good bristles in a good setting make good brushes. 


Bristles that cannot be pulled out will not come out on 
the job. 


THE WOOSTER Brus# Co. 


Since 1851-One Family 


One 1aee-BererBresnes WOOSTE, 


OOSTER BRUSHES 


For PAINTING—VARNISHING—KALSOMINING 














